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Look at the Prices 
On Japanese TV 


Both 19-inch and 8-inch portable sets pulled 
in the crowds at the Chicago Music Show. 
With prices on the 8-inchers running over 
$250, buyers were wary. But they were tak- 
ing a good, long look at the 19-inch models, 
which will retail for $179.95. See page 7 


Can Openers Sizzle 


And the predictions from the industry in- 
dicate that the sales curve will continue to 
climb, perhaps even hitting two million 
units. But there were problems. See page 3 


He Used TV Dinners 


To Sell Freezers 


Sam Herman of Baltimore’s Ash Sales de- 
cided to promote freezers. He figured that 
price alone wasn’t his answer. How then? 
Working with a frozen food distributor, he 
arranged a giant giveaway of TV dinners 
with each freezer purchase. See page 19 


How to Make Money 


Here’s a handy check list that can help pave 
the way for you. Use the list as a guide 
when you start planning your next sales 
promotion campaign. See page 17 


Westinghouse Finds 
Business Is Better 


Checking the merchandise and promotional 
build-up for the national political conven- 
tion sponsorship with dealers in 50 states, 
Westinghouse officials finished seven hours 
and 400 phone calls with an optimistic pic- 
ture of business conditions. See page 6 
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REFRIGERATOR PRICES 


Nowhere to Go 


But UP! 


That’s what manufacturers told EM Week last week. But the 
funny thing is some of them said it before and some of them 
said it after G-E dropped prices on four models 


What will other manufacturers do to meet 
G-E’s new price levels? Answers to that 
jackpot question ran the gamut from a tight- 
lipped “no comment” from Frigidaire to a 
confident “our refrigerator prices are now 
more competitive than they ever have been,” 
from Norge. 


Before the G-E price cut, announced July 11, 
the refrigerator market had been settled since 
the end of June into a series of price brackets 
considerably below those of line-introduction 
time last fall. The settling down period— 
from early April through May—saw first 
Frigidaire, then Hotpoint, . Westinghouse, 
Whirlpool, Admiral and others either drop- 
ping prices on models already in the field or 
introducing interim models with features 
comparable to those on already introduced 
models, but with lower prices. 

Most of the action at that time centered 
around the two-door, 12- or 13-cu.-ft. box 
without the frostless feature. And prices on 


this group of boxes dropped to around $50. 


The reshuffle left the market divided up into 
brackets that looked something like this. 
(These figures are end-of-June going retail 
prices in metropolitan markets. The spreads 
cover the whole list of manufacturers, model 
differences, and so forth. While the specific fig- 
ures may not hold true in all markets, the was- 
is comparisons are significant in every case.) 
e 13.5 cu. ft. and up, two-door, frostless, 
deluxe, was $499 and up, is $399 and up. 
e 12-13 cu. ft., two-door, frostless, was $449- 
$499, is $349-$399. 
e 12-13 cu. ft., two-door, no frostless, de- 
luxe, was $349-$399, is $249-$299. 
e 12-13 cu. ft., two-door, no frostless, was 
$319-$369, is $229-$269. 
e 11 cu. ft., one-door, twin system, was 
around $300, is around $250. 
e 11 cu. ft., one-door, single system, was 
$230-$250, is under $200. 

Continued on page 2 





Chicago Will Never Be Like This 


AND THAT’S WHY BUYERS were sentimental 
as they shopped the final Atlantic City show last 
week. A tough place to get to and cover, Atlantic 


































City made up for it with its inviting beaches and 
roof gardens where manufacturers entertained. 
Next year the show moves to Chicago. 
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In Housewares: 


Who’s Worried? 


Not us, say manufacturers and 
buyers at the Atlantic City 
Show—but they spent a good 
deal of time asking each other 
about prospects for the fall 


Their answers, if not optimistic, 
were certainly not pessimistic ei- 
ther. Generally, Show-goers agreed 
that 1960 had been off to a disap- 
pointing start if measured against 
early hopes—but that since the in- 
dustry had weathered the first half 
in reasonably good shape, there was 
no reason not to expect things to 
improve in the fall. 


What did worry a lot of people—in- 
cluding consumer magazine editors, 
buyers and manufacturers—was a 
lack of really new products and ‘“‘the 
awful imitation” of existing new 
products. Samuel Klein, treasurer 
of Century Enterprises, was one of 
the majority of those who felt there 
was little new. “It’s the same can 
opener with a different gimmick.” 
William Sleith, president of Iona, 
thought the product showing in At- 
lantic City was poor, with too much 
duplication. “A lot of imitation and 
nothing new,” said Lewis Salton of 
Salton Manufacturing. 

Individual companies, of course, 
had new products and new versions 
of old ones on display at the Show. 
But the griping was concerned prin- 
cipally with the lack of any, “hot” 
new item. 


Nobody was overwhelmed _ with 
heavy buying at Atlantic City, but 
business was being done. A good 
bit of it was on specially priced 
merchandise. A clock manufacturer 
bragged about record-breaking first 
day sales, but quickly admitted that 
he was clearing out carryover mer- 
chandise at a price. A big upstate 
New York department store buyer 
told EM Week that he was finding— 
and buying—specials, but added 
“that you’ve got to work at smoking 
them out.” 

Most manufacturers said they 
were pleased with the Show. Some 
firms like G-E dnd Westinghouse, 
don’t normally take orders at the 
Show—but even here buyers were 
coming in to talk fall promotional 
plans with gusto. At Proctor-Silex, 
Sales Manager F. J. Davis main- 
tained that ‘people are buying.” 
Dormeyer’s Marvin Allesee was 
“writing orders” and Landers Pres- 
ident Harry Silverman noted “more 
activity in last two days than ever 
before.” 





In Dormeyer’s Sweepstakes 


Winners Take Scholarships 


Dormeyer dealers rated in the 
January, 1960, Dunn & Bradstreet 
report may now compete for six 
$2,500 college scholarships to be 
awarded by the company at the end 
of the year. Each purchase of $100 
worth of Dormeyer appliances (cost- 
to-dealer) allows one entry blank 
for the blindfold drawing. But small 
dealers, who can’t enter as many 
times as big dealers, will not be 
penalized—winners will be chosen 
in three financial strength classifi- 
cations. No jingles or slogans to 
write, and scholarships go to any- 
one a winning dealer designates. 





ELECTRICAL MERCHANDISING WEEK 


Newest Big Name at the Show 


IN FRONT OF PROCTOR-SILEX booth at Housewares Show, Adam Hepp of the 
company, left, chats with Ben Gross, a buyer from Brooklyn. New Proctor-Silex 
name was showing at the Atlantic City exhibition for the first time. 





Who’s Ahead at NEMA? 


Picking a single agency to han- 
dle all consumer products is 
not as simple as it looks and 
some people are confused 


The election won’t come for sev- 
eral weeks yet, but Sumner Rider 
& Associates appears to be winning 
all the primaries in the selection 
of one public relations agency for 
all NEMA consumer products. 

The decision to use a single agency 
(instead of farming the work out 
on a product-by-product basis) was 
the key decision taken at the first 
meeting of NEMA’s new consumer 
products division in June. 

At that time the NEMA board 
decided to have a special committee 
handle the agency selection. The 
committee hasn’t met yet—and 
some of the committee members 
haven’t been notified officially that 
they’re on the committee. But it’s 
scheduled to meet “shortly” and set 
up the ground rules for picking an 


agency. Rider will be making a 
pitch and EM Week has been told 
of at least three others who want 
an opportunity to snag the $200,000 
account. 


But things have been happening in 
the meantime. In Atlantic City last 
week the electric housewares group 
met and “recommended” Rider to 
the selection committee. Earlier, the 
refrigeration section tried to hire 
Rider, but was advised by NEMA 
officials to hold off. Nevertheless, 
this also constitutes a ‘‘reeommenda- 
tion” for Rider. 


That much is clear—but some things 
are still not clear. For one ‘thing, 
some disgruntled committee *mem- 
bers are upset over the lack of ac- 
tion so far in picking a new agency. 

Perhaps an even bigger problem 
is the unhappiness of some house- 
wares men over the single agency 
approach. One calls it a “fantastic” 
decision. 





A New Christmas Idea: 
A Barbecue for Father 


Nobody at Atlantic City was duck- 
ing the fact that the sales of outdoor 
cooking equipment had been slow 
this spring. But they’re all happy 
again. 


January and February were good 
months with sales running well 
ahead of the same period last year. 
But March, April, May and early 
June were extremely slow. Never- 
theless, all the manufacturers of 
outdoor cooking equipment are op- 
timistic about the rest of the year. 

E. J. Bell, manager of the chain 
store division of Big Boy Manufac- 
turing, said that the business is 
booming and that they anticipate it 
will continue until next year. “I’ve 
already got more Christmas orders 
from the big chains than I’ve ever 
had before,” he said. T. R. Jones of 
Arvin Industries said, “It’s been so 
good the past few weeks that we’re 


going back for three more weeks’ 
production after the Show.” 


And they have more than just cur- 
rent sales to go on. Outdoor cooking 
equipment will be promoted as a 
year-around gift item for the man 
of the house. All of the exhibitors 
voiced the opinion that this will be 
the kind of a gift that will keep the 
family coming back to buy addi- 
tional accessories when they’re fresh 
out of gift ideas. Some are going a 
step farther and promoting the idea 
of “give your home a gift.” 


Consensus at the Show was that 
prices will be generally firm and 
that dumping will be held to a min- 
imum. According to some manufac- 
turers, there may be “some slaugh- 
ter on the low-end items at the re- 
tail level” but it won’t affect the 
higher priced merchandise. 





Reefer Prices: 
Up or Down? 


CONTINUED FROM PAGE | 

Talks with spokesmen at Admiral, 
G-E, Hotpoint, Kelvinator, Norge, 
Whirlpool and Westinghouse found 
most of them agreeing that refrig- 
erator prices had dropped dramat- 
ically. Exceptions were Frigidaire, 
which refused to comment, anc 
Westinghouse, which didn’t think 
prices were down as much as $100. 

And most of the manufacturers 
were candid in placing the blame. 
“The big problem,” said Kelvinator 
Vice President Homer Travis, “is 
manufacturers trying to outbid each 
other to maintain production sched- 
ules. If all manufacturers would 
gear production to sales capacity, it 
would eliminate over-production 
which produces an over-inventory 
situation.” 

A G-E spo sman had the follow- 
ing explanation: I see it (the low 
price level) as a temporary situa- 
tion resulting from over-stocking, 
and it will work itself out... . Run- 
ning a factory is a tricky business. 
You can’t just step out of the mar- 
ket and hold on to your gold. It’s a 
matter of adjusting these things. 
That’s. why we’ve got to stimulate 
a little more action because we had 
planned for a little more.” 

At Hotpoint, a representative said: 
“All of us thought the 60’s would be 
a golden era. We believed our own 
predictions and got caught.” 

And at Admiral, a little different 
tack: “The refrigerator market is 
awfully sticky. It goes back to the 
steel strike. And whenever you have 
a big auto year, the rest of the dur- 
ables market feels it.” 


Those were the explanations behind 
what looked to be a settled situa- 
tion at the end of June. But G-E’s 
price-cutting action last week was 
like a pebble thrown into the pool. 
And not all of the ripples it stirred 
up have reached the shore yet. 

It’s impossible to say that G-E’s 
cuts were such and such across the 
board. As most everyone knows, 
G-E works things of this nature 
through its factory branch setup. 
But EM Week spot-checked the cuts 
and came up with these figures for 
the East and West Coasts. 

Models affected were two 13-cu.- 
ft. two-doors with the frostless fea- 
ture—BG13T and BGS13T—and 
two 12-cu.-ft. two-doors without 
the frostless feature—BH12T and 
BJS12T. California dealer prices on 
those models, and in that order, 
were dropped $30, $10, $30, $17. New 
York dealer prices were dropped 
$20, $20, $15, $10, making the new 
New York sheet costs run some- 
thing like this: $350, $330, $240 and 
$213. Generally, you can figure 
what the cut will mean at retail by 
taking the cut plus 25%, so a $10 
cut would mean $12.50 to the cus- 
tomer. 


Are further price-cuts in the offing? 
G-E, sitting in the catbird seat, said 
next year’s prices on boxes compa- 
rable to this year’s boxes would 
have to go up. Hotpoint echoed that 
view, pointing to the fact that steel 
prices probably would go up. 

Kelvinator’s Travis, talking long- 
range prospects, said “There’s no 
place to go but up.” Talking short- 
range plans, he said Kelvinator 
wouldn’t do anything about the G-E 
cut. 
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Can Openers: Hot Item Stays Hot 


If sales weren’t so good, the can opener industry might be more 
worried about a variety of problems: More competitors, lower 
prices—and the high cost of empty tin cans 


If you looked hard enough, you 
could find people at last week’s 
Housewares Show who were un- 
happy with the electric can opener 
business. 

As a matter of fact, deep down, 
most manufacturers had some reser- 
vations about the business—there 


were too many firms getting into - 


the field, prices were drifting lower 
and lower, and empty tin cans for 
demonstration purposes cost too 
much money. 

But all these problems. were 
overshadowed by a climbing sales 
curve which will see this year’s sales 
push well over the million mark 
and perhaps even hit two million 


units. For an industry which a year 
ago produced only 800,000 sales 
(and which in 1958 sold only 300,- 
000 pieces) this was a pretty fan- 
tastic sales record. 


How high will sales..go in 1960? 
That’s anybody’s“guess, but the 
guesses start at “certainly over a 
million” (by James F. Stark of 
General Electric) and range up- 
ward to as high as two million (by 
Vice President T. B. Swanson of 
BVI). In between are a fairly sub- 
stantial group of guesses pegged at 
about 1.6 million—or twice last 
year’s volume. Among those who 
think this figure well within reach 


Voy? 


are “Cy” Perkins of Universal, Ber- 
nard Sears of Rival, Leonard 
D’Ooge of Westinghouse and Harry 
Roehm of Cory. Somewhat more 
conservative—but perfectly willing 
to admit that “anything is possible 
in this business’—is J. K. Rosen- 
zweig of A.S.R. Products. 

Nobody is quite sure whether the 
Christmas-season shortages of 1958 
and 1959 will be repeated this year. 
On the one hand, many marketing 
men think the presence of new firms 
in the field (there were well over 
30 at last count) will insure ade- 
quate stock. Others aren’t quite so 
sure that the mere presence of a big 
number of manufacturers guaran- 
tees an adequate stock. 


The big. worry right now is price. 
Units which sell for $10.17 direct to 
the dealer (with a $1 ad allowance 


on quantity orders) are being re- 
tailed as low as $9.95: And: the in- 
dustry’s spreading”price range has 
done most of its spreading at the 
low end. But in the face of the en- 
couraging sales pictures, most manu- 
facturers say that “there’ll always 
be price merchandise and it’s no 
more troublesome on can openers 
than on anything else.” 


About the high price of empty cans 
—some manufacturers say the price 
of four cents for a dozen juice cans 
(empty but sealed at both ends) 
and seven cents for a big fruit can 
(still empty) make it impossible to 
encourage effective retail demos. 
But others add that nobody is at- 
tempting to really demonstrate the 
can opener at retail, that most folks 
know what it does, and that an 
opened can can be used anyway. 





Anyone for a $69 Coffeemaker? 


There’s an engineer-inventor in Northlake, Ill., who doesn’t like 
the current breed of coffeemakers. His objection is that they 


don’t make good coffee 


His name is Fred Lichtgarn. He 
has over 100 inventions to his credit, 
has handled some 50 projects, many 
of these on assignment from manu- 
facturers. He has worked for Sun- 
beam. 





Sunbeam Goes 
Into Heaters 


Heading the list of new products 
Sunbeam was showing in~Atlantic 
City last week was a three-model 
line of portable electric heaters, a 
new field for the company. 

All three heaters work on the 
radiant heat principle with forced 
air fans. And all have Sunbeam’s 
exclusive heating ribbon that sup- 
plies so-called “instant heat’ with 
thermostatic control. Specs: Two 
large models—one at 1320 watts, 
the other at 1650—both list for 
$34.95; the small model—at 1320 
watts—lists for $21.95 


Other new products on display at 
Sunbeam’s space included: 

e Two twin-brush rug cleaner and 
floor conditioners. Deluxe model 
has a $59.95 list; low-cost model 
lists for $29.95. 

e Newly designed percolator and 
Coffeemaster coffeemaker. The 10- 
cup percolator lists at $31.95, eight- 
cupper lists at $29.95. Coffeemaster 
lists for $42.95. 

e Thermostatically-controlled egg 
cooker, $17.95 list, has been en- 
larged to handle eight eggs at once. 
Egg poacher attachment lists for 
$1.50. 

e Two ‘“Wink-Awake” electric 
alarm clocks will give sleeper an 
extra call in five, 10 or 15 minutes. 
Model for $12.95 has ‘“Vari-lite” 
dial; petite model for $8.98 has 
luminous hands and hour markings. 
@ Deluxe hand mixer has increased 
motor power, lists for $21.95 in col- 
ors, $23.95 in chrome. 

e Steam or dry iron, $17.95 list, 
has new thermostat and will pro- 
duce heat in 20 seconds. 





He’s biased and cheerfully admits 
it. Lichtgarn thinks of himself as a 
creative man stymied by the vag- 
aries of American design-for-sell- 
ing. His reaction has been to make 
another study. He quotes chapter- 
and-verse on American electric per- 
colators thus: 


From $9.95 to $39.95, they all make 
coffee the same way. None of them 
truly control the process because 
they all ‘depend purely and simply 
on thermostatic control, and Licht- 
garn says thermostats don’t know 
anything except how hot the water 
is. No coffeemaker on the market, 
he claims, allows for hardness of 


water, constant “perking time,” be- 
ginning water temperature, total 
process time, coffee differences. 


Lichtgarn thinks a superior coffee- 
maker is simply an arrangement of 
parts that would achieve these goals. 
It would not try to make a thermo- 
stat into a timer; it would give its 
user temperature and time control 
separately. It would allow infinite 
graduation of the phases of the 
process, and would eliminate oxida- 
tion (Lichtgarn points out that the 
aroma of coffee should be kept in 
it to drink). And it might be worth 
$69.95 in the retail market. 


Lichtgarn doesn’t know if he can 
build one to sell for that: He’d like 
to try. He doesn’t have the money 
to handle the project himself. But 
he likes good coffee. 
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Here’s Something to Sing About 


“POPPA BILL” LENNON explains housewares to his daughters, the Lennon 
sisters. They appeared at Housewares Show. Diane is seated at her father’s right. 
Kathy stands at left. Watching are Peggy and little Janet. 





Ozone Is a 


Dirty Word 


... even though many makers 
of air purifiers used to rely 
on it. Now they’re all talking 
filters 


Almost everybody had an air 
purifier at the Atlantic City House- 
wares Show and almost everyone 
was willing to talk about them. 

But nobody wanted to say much 
about ozone. And although no one 
would admit it, the reason was sim- 
ple: The government’s recent warn- 
ing that ozone in big enough con- 
centrations could be more danger- 
ous than carbon monoxide. 


Instead, everyone was_ boasting 
about mechanical filtration. G-E, 
Rival, Waring, Puritron, Major In- 
dustries, Metalaire and a number of 
others showed purifiers which used 
chemical and activated charcoal fil- 
ters to remove dust, dirt and pollen 
from the air. Some of them included 
a germicidal ultraviolet lamp to kill 
bacteria—but they hastened to add 
that ozone produced by such a lamp 
is “negligible.” 

“We make an ethical purifier 
that does nothing but clean the air,” 
said George Roth, sales promotion 
manager for Rival Manufacturing. 
“There are no irritating toxic agents 
like ozone introduced into the air.” 

Roth’s stand was echoed by A. J. 
Lappin of Waring Products, who 
said the new Waring purifier held 
ozone production to a _ controlled 
minimum. And G-E, Cory, Metal- 
aire and Major Products Industries 
said the same for their products. 


Is the market big enough to support 
all the manufacturers now getting 
into the business? Exhibitors at At- 
lantic City had a ready answer: Yes, 
because the industry is beginning to 
promote the air purifier as a year- 
round product rather than merely a 
seasonal relief for pollen sufferers. 

No one, however, is sure about 
prices. More companies in the busi- 
ness mean more competition—and 
it was obvious at Atlantic City that 
some manufacturers were worried 
that this fact would result in price 
competition. 










EAST... NEW YORK—“When the 


thermometer goes up, so will 
sales,” is what dealers here have 
been saying since summer be- 
gan. Last week, they were still 
singing the same song as hot 
muggy weather finally began to 
arrive. 

The touch of hot weather was 
beginning to work sales magic 
for Manhattan dealers like Leon 
Rubin who runs two uptown 
stores, one at 82nd and Broad- 
way, the other at 96th and 
Broadway. Rubin said his sales 
were “pretty good” in general, 
but the big movers were fans as 
a result of the break in the 
weather. Transistor radios, at 
all prices, and portable TV 
were also picking up, Rubin re- 
ported. 

Across the river in downtown 
Brooklyn, in the heart of de- 
partment store and discounter 
territory, Adelman’s appliance 
manager echoed predictions of 
hot weather and better sales. 
“But until'then,” he said, “busi- 
ness is ‘ICH!’ That’s a word my 
daughter uses to mean lousy,” 
he explained. “I don’t mean 
business is bad, it’s just bad for 
this time of year. You’d expect 
big business for July, but ev- 
erything is slow. We’re all hop- 
ing the hot weather will hold. 

Around the city and out in 
the suburbs the story was much 
the same. Portable TV, air con- 
ditioners and housewares were 
holding up well and fans looked 
about ready for a fast take-off 
very soon. 

But in Queens, ‘Everything is 
dead. Business is very slow for 
this time of year.’’ So said Saul 
Plavnick of Carwood Store. He 
wasn’t crying, but he was very 
puzzled. “Come July,” he caid, 
“and you expect appliances to 
boom, but nothing is happen- 





















ing.” Plavnick, too, was pinning 
his hopes on more hot weather. 

Distributors, agreeing with 
dealers, said business was pick- 
ing up a little, but not nearly 
enough to please anyone. 

Big news in white goods—on 
the tip of every distributor’s 
tongue—was G-E’s announced 
price reduction on four dou- 
ble-door refrigerator-freezers. 
“That’s the only kind of promo- 
tion—price cutting, I mean— 
you get around here, if you can 
call that promotion,” one com- 
peting distributor complained. 
Dealers, for their part, were 
watching G-E’s move with con- 
siderable interest and not offer- 
ing any predictions at this point. 
(For a wrap-up on the refrig- 
erator-freezer market and man- 
ufacturers reactions, see story 
beginning on page 1.) 


MID-ATLANTIC ... WASHING- 
TON—An unusually mild sum- 
mer has brought the Washing- 
ton area appliance sales to a 
near halt. One dealer termed it 
“an unprecedented bad season.” 
Throughout the entire area 
dealers were gloomy. The main 
reason was that sales in the air 
conditioner and electric fan 
market were far below what 
was expected. And now with 
the peak of the air conditioner 
and fan sales cycle past, the 
outlook is far from optimistic 
for the remaining summer 
months. One dealer said, “Sure, 
we'll sell some air conditioners 
the rest of the summer, but the 
damage has already been done.” 

The failure of cooling appli- 
ances to sell has also affected 
the market of other items. Deal- 
ers had hoped for an upswing 
on radios and television sales 

with the approaching political 
conventions, but it hasn’t come. 


MIDWEST . 


In New York sales were up with the temperature; but Washington deal- 
ers were gloomy, and in St. Louis there were promotions. 


SOUTHWEST... PHOENIX—Cen- 


tral Arizona merchandisers were 
optimistically looking forward 
to the late July and August 
laundry-dryer promotion, fol- 
lowing the highly successful 
sales trend of the “Snowballs in 
June” campaign which _ pro- 
duced better than usual results 
in a period of general appliance 
decline. 

Unit sales were still being 
compiled last week by R. N. 
Ruecker, who was recently ap- 
pointed director of the Appli- 
ance Merchandisers Assn. He 
takes over in the joint capacity 
of manager of the Valley of the 
Sun Electric League and AMA, 
replacing the late Bill Johnson. 
Ruecker was formerly with the 
Salt River Power District sales 
development department. 

Nick Baratta has added tele- 
vision at his South Phoenix 
store. Jerry Gandler of Gandler 
Furniture has moved into a 
store featuring an enlarged TV 
and appliance department. Au- 
tomatic washers led the Phoenix 
trading area unit sales with 995, 
according to the figures just re- 
leased for May. Refrigerators 
were a close second with 989. 
Third was black and white tele- 
vision at 931. The total for the 
Phoenix area for the first five 
months of the year was $10,- 
762.14. 


. ST. LOUIS—“The 
people are still there. It just 
takes more work and more 
money to bring them in.” 
That’s how the veteran dis- 
tributor, Arlie Fridley (Norge, 
Sylvania, Webcor), saw the St. 
Louis picture last week. Dealers 
willing to promote hard and sell 
hard found business good. For 
the others .. . well, things were 
pretty slow. 


ELECTRICAL MERCHANDISING 








WEEK 


Mizerany Appliance Co. was 
a case in point. June was a good 
month and July started off even 
better for the concern which op- 
erates five stores in St. Louis 
and southern Illinois. Heavy 
promoting brought in custom- 
ers. A current gambit is the 
“nine-hour moonlight sale” with 
Mizerany stores open until mid- 
night. The theme is “save by 
the light of*the moon.” 

“We’re always looking for 
something new, something dif- 
ferent,” Joe Mizerany Jr. ex- 
plained. 

To stir up some excitement 
among his’ dealers, Fridley 
brought them all into town for 
an open house. First he showe1 
them the 1961 Norge and Syl- 
vania lines, then he introduced 
six different promotional ideas 
involving Norge units’ and 
three involving Sylvania pieces. 
“Dealers willing to work hard 
can have it as good as last year,” 
he told them. 

Dealers who weren’t happy 
with 1960 put most of the blame 
on poor weather—although re- 
cent weeks have been certainly 
sunny and warm—and on fairly 
widespread unemployment in 
the St. Louis area. Many feared 
the political conventions would 
keep shoppers indoors through 
the end of July. One man saw a 
dead summer with no pickup in 
sight until mid-September; an- 
other thought August would be 
a good month. 

Home laundry units were gen- 
erally moving well and televi- 
sion—chiefly special price mer- 
chandise—was having a fine 
summer. Refrigeration was spot- 
ty—good here, slow there. At 
Mizerany, air conditioning was 
selling, refrigeration was up 
and home laundry was “good .as 
it always is. 















BUSINESS 
BRIEFS 


@ On-the-air testing of stere- 
ophonic FM radio broadcasting got 
underway last week as EIA’s Na- 
tional Stereophonic Radio Com- 
mittee, which is studying proposed 
systems for FCC, installed receiv- 
ing equipment in Uniontown, Pa. 
Transmissions for the tests are 
from station KDKA in Pittsburgh. 

























e@ Philco has reduced prices from 13 
to 48% on 23 of its transistors. 
Chiefly affected by the cut are sili- 
con transistors. Reason: Philco has 
just completed construction of a 
new $3.5 million plant at Lansdale, 
Pa., which will be devoted almost 
exclusively to silicon transistor pro- 
duction. 






e Here’s another one for the record 
books: The Federal Trade Commis- 
sion set a new mark for the year 
which ended June 30. In that time, 
FTC handled a record number of 
complaints and orders. as_ it 
cracked down on policing of busi- 
ness practices. 
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A 28-Minute Time-Saver 


THAT’S FRIGIDAIRE’S claim for a new home laundry product test meter being 


demonstrated above by E. E, Landis deft) 


the company’s service manager, for 


the benefit of C. H. Menge, Frigidaire’s general sales manager. The actual test 
meter is under Landis’ arm, while the large display back panel duplicates the face 
of the smaller. test meter for demonstration purposes. Frigidaire says that the new 
meter will permit.a serviceman to diagnose control or component difficulties in 
the new, more complicated machines in about two minutes, a task which ordi- 
narily takes 30 minutes or more with conventional apparatus that was used by 


appliance servicemen until now. 





THIS WEEK'S 
COLOR TV 


MONDAY (All Times E.D.T.) 
11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 
12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 
7:30 P.M. (NBC) Riverboat 


TUESDAY 
9:30 P.M. (NBC) Arthur Murray 





WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 


THURSDAY 
9:30 P.M. (NBC) The Ford Show 


FRIDAY 
9:30 P.M. (NBC) Masquerade Party 
10 P.M. (NBC) Moment of Fear 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
8 P.M. (NBC) Music on Ice 
9 P.M. (NBC) Chevy Mystery Show 
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Crunch . . . and within minutes a Hotpoint Disposall* 
pulverized rocks into a pile of sand and tiny pebbles. 

This punishing performance test was conducted to dra- 
matically illustrate the outstanding superiority of Hotpoint’s 
grinding assembly. One reason for this superiority is Hot- 
point’s use of super-hard nickel alloy in the grinding ring, 
flywheel and swinging hammer arms. As a result, the 

Hotpoint Disposall food waste disposer makes short work of bones, corn 
cobs, fruit pits . . . even glass if it accidentally falls into the drain. 

Hotpoint’s use of fine quality materials for every part, assures products 
that perform better and last longer. Sell Hotpoint quality and you sell 
customer satisfaction. 


Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you’re not a Hotpoint Dealer, you should be! 


Hotpoint Disposall@ # 
Food Waste Disposer 
Model MB65-A 


A: Division of General Electric Company, Chicago 44, I/linois 


ELECTRIC.RANGES + REFRIGERATORS * AUTOMATIC WASHERS « CLOTHES DRYERS * CUSTOMLINE” + DISHWASHERS 
DISPOSALLS® « WATER HEATERS + FOOD FREEZERS «+ AIR CONDITIONERS «+ ELECTRIC BASEBOARD HEATING 
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400 Calls Say Business 


Westinghouse executives got 
good response when they laid 
the groundwork for the com- 
pany’s extensive convention ad 
campaign with personal tele- 
phone calls 


Westinghouse marketers took a 
turn on the night shift 10 days ago, 
manning phones in a _ nationwide 
check-up on the status of “Opera- 
tion Ready,” the company’s build- 
up for the national political conven- 
tion sponsorship. 

The night’s efforts—about seven 
hours long—left the group happy 
with their candidate’s chances. It 
gets a little complicated, but these 
are the results: Quotas were set 
about 20% above normal for this 
time of year and the men making 
the phone calls reported they had 
hit 96% of the quota. 


With all the 50 states reporting in, 
there is no doubt that Westinghouse 


PLUGGED IN with earphones, John 
Craig, Westinghouse vice president, 
gets reports from the field. 


was talking about a lot of units. The 
satisfied demeanor of ‘John Craig, 
vice president of the division, who 
picked up the phones himself for a 
considerably longer time than it 
took to take photographs, was evi- 
dence enough of good business. 


ELECTRICAL MERCHANDISING WEEK 


Is Better 


Besides making sure there was 
enough merchandise and promo- 
tional material on hand at the deal- 
er level to take advantage of the 
near $6 million Westinghouse is in- 
vesting in the convention coverage, 
the phone session picked up good 
news from the retail front. 


Briefly, an encouraging number of 
dealers volunteered comments that 
added up to the right answer to the 
blunt question: “How’s business?” 

Westinghouse road men, about 
350 of them, had been instructed to 
call from their last stop. And West- 
inghouse executives were nothing 
loath to »make some factory hay 
with Westinghouse retailers. So 
they talked to the dealer at every 
chance, and thereby got themselves 
a case of optimism. It wasn’t enough 
to hang the hat firmly on the happy 
days peg, but it was exciting 
enough to turn what was supposed 
to be a grueling session into a 
cheerful .party. 
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Pulls for Proctor-Silex 


Picture at left shows a 73-year-old ad in “Ladies Home Com- 
panion” on which a reader recently demanded proper action 


And he got what he asked for— 
only more so—shortly after F. G. 
Heupel, sales service manager of 
Proctor-Silex appliance division in 
Chicago, recovered from his sur- 
prise. 


What happened was that old-timey 
Vern Hudson of Osseo, Wis., clipped 
an ad for an Enterprise Mfg. Co. 
food chopper from the Oct. 1, 1887, 
issue of “Ladies Home Companion” 
and sent it off with $3 attached. 
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They're All for Electricity 


SKIT PUT ON BY Mrs. Helen Jorgensen, Grant Public Utility District home 
economist, near Spokane and Herb Jenkins, public relations adviser, showed how 
electrical barbecuing was better than using charcoal. This was one of the features 
of a series of all-electric patio party shows sponsored by the public utility district 
which drew almost 600 viewers in five towns. Door prizes contributed by local 


dealers swelled the crowds. 





Somehow the Post Office Depart- 
ment remembered that Enterprise 
had merged with Silex Co. in the 
early 1900’s and forwarded the let- 
ter to Chicago. The unusual request 
finally wound up on manager Heu- 
pel’s desk. 


Since 1887, however, prices have 
gone up considerably and food chop- 
pers have been no exception. Also 
the particular chopper which was 
then advertised is no longer in pro- 
duction. So Heupel really had a 
problem. 


But he did the honorable thing and 
sent Hudson a 1960-model chopper, 
a copper-plated item which retails 
for $11.50. Proctor-Silex accepted 
the $3.00 as full payment. 

In a letter to Hudson, Heupel 
said, “‘All of us got quite a kick out 
of the fact that the advertisement 
continued to bring results after so 
many years. 

“In the years which have passed 
since we advertised the Chopper 
there have been a number of manu- 
facturing improvements made in our 
chopper line, and while the prices 
have advanced considerably since 
those days, we are accepting your 
remittance for a new chopper.” 
Heupel also enclosed a copy of the 
latest Proctor-Silex catalog to Mr. 
Hudson. 

That was just fine. But what no 
one has figured out is where Hudson 
got hold of an antique copy of “La- 
dies Home Companion.” 





Does G-E Tell 
Westinghouse? 


Apparently not. Take last week, 
for example, on coast-to-coast tele- 
og 


The scene: The Democratic National 
Convention, as seen through the 
roving cameras of CBS television. 


The action: The camera was panned 
outside the Los Angeles Memorial 
Sports. Arena, picking up the odd- 
ball signs of demonstrators. One 
sign bravely called, “Vote for Ma- 
goo.” Commented the announcer 
“. . . whoever that is.” 


The answer: Magoo is the animated 
cartoon character chosen by General 
Electric to promote the sale of its 
light bulbs during the election cam- 
paign season. It will be a million- 
dollar spot TV ad campaign. 


Sponsor of the CBS coverage of the 
convention which gave the plug to 
“candidate” Magoo? Westinghouse. 


RCA Ships Out 
4-'Track Tape 


Four-track stereo pre-recorded 
tape is being shipped by RCA to its 
distributors. Nearly 100 titles will 
be released before the end of the 
year, a company spokesman said. 

The first shipment contains 17 
titles, including original cast albums 
and popular and classical selections. 

At the same time, RCA announced 
an increase of 300% in orders for 
color television sets, compared to 
orders received at the time of in- 
troduction of sets last year. 

June orders showed a marked in- 
crease in areas with color broad- 
casts of baseball games, particularly 
in Chicago, Boston and Cincinnati. 


Andrea Adds 
To TV Line 


“The Beverly” is the third and 
last of Andrea’s series of new 23- 
inch upright consoles. Suggested 
price is $360 in a mahogany finish, 
$10 more for blonde or fruitwood. 

Early this fall Andrea plans to 
show a new stereo-theater TV which 
will round out the line. Two other 
23-inch consoles shown earlier this 
sason were the Early American 
‘‘Willimsburg” and the French Pro- 
vincial “‘Versailles’’ (see EM Week, 
May 23 and July 4). 

“The Beverly” features a contem- 
porary-styled cabinet, hand-wired 
horizontal chassis, stereo-phono in- 
put jack, heavy-duty transformer 
and three front-mounted speakers 
with a crossover network. 











Sylvania Does a 


Sylvania has changed its mind. 
This fall, reflection-free face plates 
on 23-inch bonded tubes will appear 
in five of its TV consoles: The three 
$500 Heywood Wakefield furniture 
sets and two other high end low- 
boys. And the added feature will 
not increase the original lists. 

Sylvania pioneered reflection-free 
face plates in April, introducing 
them to the trade in 19-inch con- 


TV Double-Take 


solettes; but it ducked the feature 
when 23’s were shown at its June 
convention. 

Days later, Zenith announced re- 
flection-free 23’s for high end con- 
soles. Sylvania’s tube division was 
the supplier. 

Why the change? In Sylvania’s 
words: An extensive research pro- 
gram indicates “strong consumer 
demand for reflection-free TV. 
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Phono Pros Strain for $60 Stereo 


Under-$50 monophonic is still king in low end of portables, but 
makers are adding two and three source sound to middle end and 
going for huge cases with AM-FM tuners to stretch top tickets 


Manufacturers who specialize in 
the portable area of the phonograph 
business are putting as many as 12 
stepups in their lines at the Music 
Show this year. Lines like Sym- 
phonic, Columbia, Webcor, Dyna- 
vox, Dean, Major, Birch, where 25 
cents worth of feature at factory 
cost is vital, string themselves out 
from $19.95 kiddie phonos to. highs 
of $200 in some and $169 to $189 in 
most. 


Magic price brackets of the past are 
still magic ($19, $49, $79 and $139) 
say the veterans, who add that mer- 
chandise under $60 will still com- 
mand the giant share of 3.5 million 
portables expected to move out this 
year. 


Major feature battle, however, is at 
$49 to $59. All makers were admit- 
tedly straining to get a stereo model 
with an automatic changer in at 
$49, but were forced to settle this 
year for deluxe monos at that 
bracket and put $59 on the starter 


auto stereo. Some settled for $69. 
Pinpointing the problem is Wil- 
liam Boyle, sales manager for Sym- 
phonic, one of the kings of portables: 
“Competition forced everybody to 
get more value into every bracket, 
but prices of some components were 
up. The result is that the customer 
gets the best value ever this year.” 


Feature pressure has added a new 
twist in the over-$60 goods at this 
Show. Bat wing speakers start to 
come in strong at just over $60 and 
to build more steps into the mix, 
most makers were delivering both 
two and three sound source pack- 
ages below $100. Two sources mean 
that the bat wings have both bass 
and tweeter speakers and that the 
main case has no speaker. Three 
sources mean bass is in the main 
case while wings carry the tweeters 
and mids only. 

At $100 to $139 speakers get larg- 
er, amplifiers increase, wattage goes 
up sharply, deluxe skins go on basic 
wood cases. Over $139 cases are 


huge. Motorola, which invented the 
bat wing portable, has a high-end 
piece this Show which spreads four 
feet from tip to tip when speakers 
are open. 

Other high-end activity is spotty. 
Several makers have gone into AM- 
FM tuners and simulcast—Columbia 
among them at $189. Several have 
gone into two luggage-type pieces, 
separating the speakers permanent- 
ly from the changer case. Westing- 


WINGS REACH for stereo in Motor- 
ola’s one-piece, three-amplifier SH22. 


house has one two-piece model at 
$200. Admiral has two two-piece 
models at $159 and $129 and says 
that the $159 last year outsold all 
but the lowest end item. 

All this feverish featuring activity 
is going to pay off in the lush but 
sophisticated stereo market this fall. 
Even the pros strain at the intrica- 
cies, but swear they’re all needed 
for what Show traffic and comment 
indicated were good times coming. 


OUTRIGGERS on wings yet mark 
Westinghouse’s 68ACS1 at $179-$189. 





Japanese T'V Draws 


Heavy Show: Traffic 


“The 19-incher looks good, 
but can the 8-incher make it?” 
That was the consensus at both 
the Chicago Music Show and At- 
lantic City’s Housewares Show 


This year, buyers at both Shows 
spent plenty of time looking at: 
@ Japanese television, both 8-inch 
transistor and 8- and 19-inch table 
models. 

@ Low-end—and a sprinkling of 
higher-end—tape units from Japan, 
Italy and Germany. 

e@ That old standby, the transistor 
radio: down in price and size. 


Victor’s 19-inch portable, an all- 
tube unit imported by Delmonico 
International, attracted crowds in 
Chicago. Japanese-made with an 
RCA or Thomas picture tube added 
in this country, the unit will retail 
for $179.95 when it becomes avail- 
able in September. 

The same 19-inch set was also 


STAR-LITE SHOWED this $110, Jap- 
anese-made, 8-inch tube portable. 





dropped into a Japanese-made 
console, which listed at $299.95. 

Delmonico’s Herb Kabat said 20,- 
000 of the 19-inches would be im- 
ported by the end of this year. 
Eventual refinements will include 
a remote unit, possibly available in 
January. 


Eight-inch portables, both tube 
and’ transistor, appeared at both 
Shows, but price—and a question- 
able future—made buyers wary. 

Delmonico and Sony showed 
eight-inch transistor sets, but prices 
on both run over $250. At Atlantic 
City, N. P. Nelson of Delmonico was 
quoting a $185 wholesale price on 
the Victor-made piece, while Sony 
people wouldn’t talk dealer price 
at all. 

Neither set is available now, but 
in Chicago, Sony was promising 
Christmas delivery. 

Star-lite was at both Shows with 
an improved version of its eight-inch 
tube portable. It’s pegged to retail at 
$110, but dealers can buy the unit 
for $82.50 ($79 for 12 or more). 
Star-lite admitted interest was 
“light,” still plans to bring in 600 to 
700 units next month. 


Transistor radio prices were down, 
especially on six-transistor sets. In 
Atlantic City a year ago, “sixes” 
were going for about $21 wholesale; 
this year $14 to $15 was more com- 
mon. One Chicago importer told of 
trimming his “six” prices 6 to 7% 
last March. 

Seven-transistor units turned up 
smaller than ever. Toshibi showed 
one smaller than a pack of king- 
size cigarettes. Price is $39.95. 

AM-FM transistorized portables 
—priced at about $75—were shown 
in Chicago by both*Sony and Hi- 





VICTOR’S 19-inch tube (left) and 8-inch all transistor TV sets. 


Delity. Hi-Delity also had a bat- 
tery-operated, transistorized citi- 
zen’s band transceiver at $70 retail. 


And tape ranged from Sony’s 
“Sterecorder 300” at $400 to the 
RMB brand recorder at $29.95. 








NAMM Clinic: Organ Market Tops 


Ecstatic representatives of the 
National Association of Music Mer- 
chants sang the beauties of chord 
organs to a half-empty auditorium 
in Chicago. 

“There are 52 million homes in 
the United States. If you haven’t 
sold 52 million electric chord or- 
gans, you’ve been loafing,” said 
Fred Targ, NAMM promotion and 
trade relations committee chairman. 


Other songs underscored the sales 
difference between’ easy-to-play 
chord organs and every other musi- 
cal instrument. 

For example, there are simple 
promotions that work, according to 
Ernie Allee, C .Bruno and Son, San 
Antonio, Texas: 

“Try a 60-second radio spot—just 
say ‘You folks can play the chord or- 
gan. In three minutes, we’ll have 
you playing a tune.’ Then play the 





tune and they’ll be in to see you. 

“Offer to teach them to play and 
couple it with a giveaway. You can 
do it easy with five lessons, and 
plenty will buy. 

“Using the user really works with 
chord organs. Premiums to custom- 
ers—just for teaching others who 
might buy—already have paid off.” 


Step ups follow. J. Van Dusen of 
the J & J Music Co., Grand Rapids, 
Mich., said his Organ Club “brain- 
washes” about ten chord organ 
owners per meeting with the object 
of selling them big organs. ‘Works 
fine,” he commented. 

Audience response indicated no 
argument. There was general agree- 
ment that the chord organ was a 
snap to teach, a joy to play. And 
that the advent of the bigger-ticket 
console models made the idea look 
better. 
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Tokyo’s own 4-million limit, imposed to head off big dump of 
transistor goods in glutted U.S. market, is expected to upgrade 
sets by fall, shake out weaker radio makers there, marginal im- 


porters here 


Even importers who aren’t en- 
tirely pleased with Japan’s three- 
week-old export quotas on transis- 
tor radios—and some aren’t—expect 
them to bring a semblance of or- 
der out of chaos. 

Those frankly against the quota 
system term it at best “unrealistic,” 
at worst fear it could soon lead to 
the dumping of up to a million tran- 
sistor sets in this country. 

Many importers like the quota 
system but feel it should go further. 

For or against the plan, though, 
most importers agree it will do at 
least these three things: 

1. Upgrade transistor radios and 
firm up recently depressed prices. 

2. Shake out Japanese manufac- 
turers and U.S. importers with only 
the strongest surviving. 

3. Lead to a rash of new, diverse 
products from Japanese manufac- 
turers who do survive. 


The quota system, which extends to 
the U.S. and Canada, is understood 
to be based on shipments in 1958 


and 1959, plus 10%. That should 
limit transistor shipments to the two 
countries to somewhat above 4 mil- 
lion units this year. A separate 
quota is reported in effect for the 
remainder of the world. 

Quotas apply only to AM sets 
with three or more transistors. FM 
and shortwave receivers, and tube 
sets are excluded. 

Those quotas apply to Japanese 
exporters, except where manufac- 
turers ship directly to distributors 
or branches in this country; to Japa- 
nese factories themselves otherwise. 


Quotas are unrealistic, some im- 
porters claim and Bob Sampson of 
Chicago’s Sampson Co. explains 
why: 

“The quotas are 20 to 30% above 
the going rate of business.’ Del- 
monico International’s Herb Kabat 
adds, “The quotas don’t mean a 
thing. This country can’t absorb 4 
million transistors this year.” 

Transhipping is the stickler here. 
The U.S. bought 4 million transis- 
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Jap Quotas Shake Import Radio Mix 


tor sets from Japan last year, but 
at least 20 to 40% actually went to 
other countries—notably Brazil. If 
this is true—and most importers 
agree it is—the U.S. can absorb only 
3 million sets annually. Both Samp- 
son and Michael Lee of New York’s 
Petely Enterprises agree 3 million 
would have been a more realistic 
quota. 

More important, transhipping is 
on the ebb. Brazil, for one, is glut- 
ted with transistor sets, can’t absorb 
another million this year. This could 
mean the million will be dumped 
in the U.S. 

Most of the extra million, how- 
ever, are 3-, 4- or 5-transistor units. 
Once these “junk” sets are dumped 
—probably into novelty stores—the 
market will be left with better mer- 
chandise made by reputable manu- 
facturers—and prices should be 
pretty firm. 


Another gripe is the power placed 
in the hands of Japanese exporters 
by the quota system. Since they can 
only ship a limited number of ra- 
dios, these exporters will likely 
cherry-pick products and manufac- 
turers. 

R. B. Stollmack of Transistor 
World, which imports Toshiba prod- 


ucts, sees smaller Japanese manu- 
facturers soon offering their radios 
to exporters at “suicidal prices.” 
Eventually, he thinks, these “ga- 
rage” operators will fail. 

The same weapon could work 
against U.S. importers with Japa- 
nese exporters seeking new im- 
porters willing to pay more for their 
merchandise. 


New products should emerge from 
the quota system. To get around the 
quotas, for instance, many Japa- 
nese firms, will develop and im- 
prove AM-FM tube sets. 


Because of what quotas can do, 
though, most importers favor them, 
at least in part. They would like a 
little order in their business, gen- 
erally agree some upgrading of 
product and shaking out of manu- 
facturers is necessary. Says Stoll- 
mack: 

“I’m in favor of the quota and 
I think it’s realistic.” Transistor 
World’s share of the quota is about 
400,000 units, Stollmack says. 

And finally, one importer sums it 
up for everybody. “If you’re a pres- 
tige firm buying prestige products, 
you’re okay. If not, this could really 
hurt.” 





A Chord Organ Mystery in Chicago: 
What’s the Magic Ticket and Number? 


The only clue that chord organ manufacturers could agree on 
last week in Chicago was that they were glad they were in the 
business because it looked like a good year 


How good a year, they couldn’t 
agree on. 

At Delmonico, Ray Gincavage 
could not estimate the chord organ 
volume. 

At American Audion, Jack Ox- 
man says he thinks 500,000 units is 
a cinch. 

At Magnus, E. A. Tracey thinks 
300,000 is more like it. 

At Organ Corporation of America, 
Harvey Farber thinks a nice op- 
timistic figure is between 350,000 
and 400,000. 


Guess estimates are as good as you’ll 
get. They vary depending on the 
guesser. 

If he’s a domestic maker, on top 
of the market, he can figure con- 
servatively. And Magnus does. 

If he’s a domestic maker, and 
slugging his way up the volume lad- 


THIS SIGN PEGGED the new low end 
$89 and $99—with all the big boys in. 


der he can get a bit wild eyed in 
his optimism. And Audion does. 

But Jack Oxman, Audion’s gen- 
eral sales manager, backs up his 
claim by ticking off the appliance 
distributors he franchised in the 
first two days of the Show: Mainline 
of Cleveland, Sampson of Chicago, 
Bassford Distributing on the coast, 
Associated Distributing in Indianap- 
olis, Indiana. 

Distribution is important to Au- 
dion in its chase of the leader and 
Audion sees top major appliance 
distribution as one of the keys to 
the continuing success of competitor 
Magnus. 


Importers are different. They can go 
on the retail floor, they think, with 
more features, classier furniture, 
and better-than-competitive prices. 
But by and large, they won’t swing 


THIS SIGN KICKED off Audion’s na- 
tional program, estimated at $750,000. 
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the volume because Italian factories 
are being cautious and conservative 
this year. 

Top estimate for total imports 
from Italy this year is 80,000 units, 
(versus top of 90,000 in troublesome 
1959) and Magnus, Concert, other 
importers, label this optimisitc. It 
doesn’t count Sears, rumored to be 
shooting for 60,000 units, nor does 
it include the tight-mouthed Ger- 
man figure. 


The optimistic import figure leaves 
domestic manufacturers—who can 
boots production by adding shifts, 
get the goods in a hurry—in a po- 
sition to pick up most of the mar- 
bles if the year does go to 400,000 
units. 

Import or domestic, the price 
lines look like this: $79 to $99 for 
the low end, with three octaves; 
$129, the old faithful; $199 very 
heavy in total units; then one big 
step to $289 or so, but still volume; 
then tops and low volume above 
$300. 


THIS SIGN POINTED the way to 
heavy upgrading in organs—to $300. 
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Consoles Active 


At $25-$50 Less 


. . . as Music Show dealers de- 
mand last year’s value at new 
prices or more features at the 
old tag 


Good furniture, authentic design, 
the fine finish, AM-FM tuners con- 
tinue to dominate the stereo console 
scene. Manufacturers expect that 
unit business this year will top 1959 
and run to about 1.5 million pieces. 


Price levels were news, however. 
Makers expect that phono-only 
goods will be hot this year at 
$199 to $229 compared with the 
$250 level of last year; and that 
tuner equipped goods will move 
best at $300 to $350 compared with 
$350 to $500 in 1959. 


The drift down could be seen in many 
lines. Zenith’s leader this year is 
$179, down $20. Magnavox starts at 
$149, is strong at and near $199. It 
drops $1,200 goods of last year and 
puts a heavy push on deluxe 30- 
watters at $495 to $650 for its 1961 
high end. 


Fisher comes down to a $395 start 
with tuner, $100 under its previous 
low. Ampex cuts $500 off its high end 
and $100 off its low. Pilot runs $389 
to $695, down from $459 to $1,000. 
Stromberg dips to $285, $445 with 
tuner, versus $349 and $490 last 
year. Westinghouse’s fine furniture 
begins as low as $159—the wedge- 
shaped Harwick. 


Counter moves by manufacturers 
aim at pushing the ticket up—with 
options. Deluxe changers are com- 
mon, AM-FM drop-in tuners con- 
tinue strong, satellite speakers are 
plentiful, and reverb is appearing 
as both standard equipment and op- 
tional, dealer installed add-on. 
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Or C. le O ‘maker of the world’s largest-selling 


shaver and the fastest-growing in the U.S., now announces an excit- 
ing new addition to its line — the first electric shaver with amazing 
new floating heads which follow every contour of your face ... com- 
pletely outdates all other ways to shave! Yes, the new Speedshaver is 
the greatest advance in shaving since the rotary blade itself. It has 
self-sharpening rotary blades plus floating heads plus more additional 
features than you have ever offered your customers — a new motor 
that automatically adjusts its speed to the load placed upon it; larger 
heads; added whisker openings; more blades; twist-of-the-wrist volt- 
age adaptor. It promises to be the biggest seller in electric shaver 
history. Stock up now! Be the first to display, to demonstrate, to profit! 
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Model SC7860 
$29.95 
































larger shaving area — The new Norelco 

Speedshaver with floating heads shaves faster than 
ever. It has larger heads, so it shaves more whiskers 
with every stroke. . 


feather-light touch — New scientific methods 
of polishing and shaping of the blades and whisker 
combs permit extremely close shaves without bear- 
ing down. A wonderful talking point! 





world traveller — Just a twist of the wrist with 





more cutting area — The famous Norelco self- 
sharpening rotary blades are now larger. In addi- handy brush adapts it for 110 or 220 volts. Free 
tion, they have more shaving surfaces. Result: a adaptor plug lets you use it anywhere in the world. 
much faster shave than ever. A clever design feature. 


NEW 
No relco’ “SPEEOSHAVER 


with floating heads 


In handsome metal travel case with removable liner 
that pulls out for display purposes. AC/DC $29.95 





BACKED BY POWERFUL ADVERTISING! Starting right now, and building to a climax 
during your peak Christmas selling season, Norelco will promote the new Speedshaver with 
big-time, big-audience television; with full-color spreads and pages in national magazines 
Life, Look, Saturday Evening Post, Reader’s Digest, American Legion, U.S. News and 
World Report; with dynamic large-scale newspaper advertising in 80 dailies in 70 major 
cities; with hard-hitting ads in 700 small-town newspapers . . . reaching a circulation of more 
than 24,000,000 customers. 


TURN THE PAGE FOR MORE INFORMATION... 





A COMPLETE LINE OF 


O€/CO ROTARY BLADE SHAVERS 


FOR EVERY CUSTOMER NEED 


Hilib 


NEW NORELCO SPEEDSHAVER (Model SC 7912) 
only $24.95 AC/DC with travel case 


World’s largest seller. Famous rotary blades under whisker 


combs get every whisker. Flip-top head springs open at a push 
of a button for easiest cleaning. 


NEW LADY NORELCO (Model SC 7788) 
only $24.95 AC/DC with travel case 


Fast, silky-smooth grooming with famous twin-head rotary 
blade shaver. Flip-top cleaning. Never pinches or nicks tender 


skin of underarms or legs. In misty pink, gray and gold. 





NEW NORELCO SPORTSMAN (Model SC 7779) 

only $24.95 with plaid case 

tuns on ordinary flashlight batteries or 6 or 12 volt car lighter. 
Comes complete with metal mirror, weather-proof travel case 
and battery holder. Gray and maroon. Shaves anywhere. 


NEW NORELCO COQUETTE (Model SC 7787) 

only $17.50 AC/DC in Parisian case 

The glamour razor with the gentle stroke of luxury. Revolu- 
tionary new lipstick design fits your hand easily. It’s pink. It’s 
pretty. It’s perfumed. In shell pink touched with gold. 


NORTH AMERICAN PHILIPS COMPANY, INC. 


100 E. 42nd St., New York 17, N.Y. Norelco is known as PHILISHAVE 
in Canada and throughout the rest of the free world. Other products: 
Radios, Radio-Phonographs, Tape Recorders, Dictating Machines, Medi- 
cal X-ray Equipment, Electronic Tubes and Devices. 

*Speedshaver is the registered trademark of: NORTH AMERICAN PHILIPS COMPANY, INC. 
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United Industrial Corp.—C. Wesley 
LaBlanc was named assistant to the 
president. He was assistant to the 
president at: Magnavox. 


Capehart Corn—Herman Mar 

has joined the company as merchan- 
dise manager for the consumer 
products division of the corporation. 


Corp.—Herman 


Curtis Publishing Co.—James_ T. 
Downey Jr. was appointed market- 
ing manager radio-TV appliances 
for “The Saturday Evening Post.”’ 


Howard Housewares—Arthur H. 
Love has rejoined LaPointe Indus- 
tries, Inc., as general manager of 
this division, the post he held before 
he left the company in 1959. 


Stromberg -Carlson—Bernard S. 
Tucker was named district manager 
of high fidelity sales in the Los An- 
geles area. 


Ampex Audio Co.—Philip J. Wood 
has been made manager of the 
equipment division of the Ampex 
Audio Co. 


Fidelity Electronic Corp. — Irving 
Kaplan has been named director of 
sales. 


RCA—W. Walter Watts, group ex- 
ecutive vice president, has been as- 
signed executive responsibility over 
the home instrument, RCA Victor 
Distributing Corp., and distributor 
and commercial relations activities 


Latham-Tyler-Jenson—Donald L. 
McFarland has become managing 
partner of the new California office 
of the Chicago industrial design 
firm. He was G-E’s manager of in- 
dustrial design. 


G-E—Robert A. Orr has been named 
manager of the newly established 


small appliance power _ supplies 
project study in the houseware divi- 
sion. 


Blackstone Corp.—Irving Nelson was 
promoted to assistant manager for 
the appliance division of the corpo- 
ration. 


Chrysler Airtemp—Carl T. Miller 
has been appointed to the post of 
sales promotion manager. John F. 
Zaino was named supervisor of ad- 
vertising production. 


Westinghouse—Robert R. Viosca has 
been named to the newly created 
position of marketing planning man- 
ager of the portable appliance divi- 
sion. 


Dormeyer Corp.—Marvin Allesee 
rejoined the corporation as vice 
president and director of marketing. 


Elgin Micronics—Arthur S. Davis 
has been made customer relations 
manager. Davis was sales manager 

























Kaplan 
of Fidelity 


Marsen 
of Capehart 
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| MODEL 165 DELUXE FROST-CLEAR COMBINATION SPE! ‘AL 





Lappin 
of Waring 


Rexinger 
of Toastmaster 


of the Gearing division of Westing- 
house. 


Olympic Radio & Television—Mor- 
ton M. Schwartz was named presi- 
dent of Olympic Radio and Televi- 








Seltzer 
of Olympic 


Schwartz 
of Olympic 


sion Sales Corp., a new marketing 
subsidiary. New vice presidents of 
the subsidiary are Milton Auster 
and Stanley R. Seltzer. 


Waring Products Corp.—Adam J. 
Lappin his been.made vice presi- 
dent of wholly owned subsidiary 
which will consolidate the Winsted 
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Allesee 
of Dormeyer 


Auster 
of Olympic 


Hardware Manufacturing division 
of Dynamics Corp. of America, the 
manufacturing subsidiary, and War- 
ing Products Corp. 


Toastmaster—Scott C. Rexinger has 
become vice president in charge of 
advertising and consumer appliance 
sales. 





IN FROST 
CLEAR Wh iron: 
AND FREEZERS 


GiBSON 
MOVES 
MILES 
AHEAD! 











SHOP WHERE YOU WILL, WHO YOU WILL — 














Brand-new and blistering hot! Giant 16.5 cu. ft. 
Frost-Clear Combination created to compete with 
conventional units. 

Separate temperature controls for freezer and re- 
frigerator, 162 lb. freezer section, adjustable shelf, 
Press-Toe door opener, new Blue Porcelain interior 
Right and left-hand door models. 



















FIRST FROM GIBSON 


A line of Frost-Clear products realistically 
priced for volume selling in today’s market! 


FIRST FROM GIBSON 


Exclusive single-coil evaporator system — 
engineered for simplicity and service-free 
performance! 


FIRST FROM GIBSON 


Market time Frost-Clear specials — priced 
a year ahead of industry — for mass sell- 
ing today! 

ONLY FROM GIBSON! 
A bold new. Frost-Clear drive backed by a 


matchless record of 23 months’ consecu- 
tive sales gains! 


MOVE MILES AHEAD IN FROST-CLEAR — 


get going... get 
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MODEL 169 SOVEREIGN FROST-CLEAR COMBINATION 
STEP-UP Already a volume seller — now with a new 
low price tag! Convenient Swing’r shelf, Swing’r 
freezer basket, foldaway small item shelves, Press- 
Toe door opener, adjustable door racks, two 15 qt 
porcelain crispers. 169 and 165 make sales for each 
other on your floor! 


Gibson 


34th in a series of weekly Gibson messages to 
all appliance dealers. 


Gibson Refrigerator Division, HUPP Corporation, Greenville, Michigan 


YOU CAN'T MATCH THESE GIBSON FROST-CLEAR SPECIALS! 



















MODEL 415 14.00 CU. FT. FROST-CLEAR UPRIGHT FREEZER 
Frost-Clear is now a must for volume freezer mer- 
chandising, and you get it from Gibson for little 
more than conventionals! 

Zero Fan Freezing, adjustable door shelves and juice 
rack cans, signal light and Food Protection Plan. 
Capacity: 490 lbs. 
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LETTER to the EDITOR 


Mrs. K Is Mad! 


EDITOR, EM WEEK: 

In your June 17 issue under the 
caption “White Goods Dilemma” you 
state: “At retail things look a little 
brighter. But nobody knows why 
Mrs. Kowalski stopped buying .. .” 

I'll tell you why. 

Mrs. Kowalski is mad—real mad! 

Suddenly, it has dawned on her 
that she has been paying 18% per 
year in finance charges on some of 
her purchases, appliances in par- 
ticular. It has taken her a little 
while to figure out that 142% per 
month, especially when some sales- 
man rattles it off quickly, isn’t the 
liberal deal she thought it was. The 
mythical Mrs. Kowalski is saving 


her money now, and will either 
pay cash for her future purchases 
or will do without a lot of things 
she had her heart set on getting. 

It’s not a very encouraging pic- 
ture, but it was bound to happen 
what with manufacturers and re- 
tailers getting into the finance busi- 
ness. They have completely lost 
sight of their ultimate purpose, and 
in their frenzied scramble to get to 
her pocketbook, they have shame- 
fully neglected and underestimated 
the intelligence of Mrs. Kowalski. 

I have a suggestion: Instead of 
shoveling thousands of dollars 
down the promotions’ drain in an 
effort to coax Mrs. Kowalski back 
into the buying mood, why not 
offer her a real break by permitting 





ELECTRICAL 


her to purchase an appliance with, 
perhaps, a larger down payment 
and no carrying charge for three 
months if the balance is paid in 
full within that time. 

In her present frame of mind, it 
might not be easy, but all motiva- 
tion in the world won’t loosen her 
purse strings with that 18% per 
year Damocles’ sword hanging 
over her head. 

Think it over, boys. Mrs. Kowal- 
ski can struggle along without your 
wares, but can you afford to play 
the waiting game with Mrs. K? 

JEANNE B. MILLER 
602 NORTH ORANGE DRIVE 
LOS ANGELES 36, CALIF. 


EM Week welcomes expressions of 
opinions from its readers for publi- 
cation, subject, of course, to final 
editing and approval of editors. 














A big 10 pound washer you can 
sell for the price of an eight. 





SIZED FOR TODAY'S LARGE FAMILIE 


Here’s a leader model in wringer washers that’s got a king sized feature to 
really clinch sales. Blackstone’s Model 10 is promotionally priced, yet has 
a big tub for full 10 pound loads. It’s a feature that prospects want—a 
feature they can see—a feature you can demonstrate. You can close sales 
every time. See the leader wringer with a profit—sized for America’s fam- 
ilies-—the Blackstone BIG 10. . 





Blac 


America’s 


Cos 


‘Kstone 


Fastest Growing Laundry Line 


Some franchises still open. See your distributor or write Blackstone Corp. 1111 Allen St., Jamestown, N.Y. 
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now, during Webcor’s summer special on tape recorders 








Do you remember the tremendously successful Webcor Tape Recorder Promotion run in January 1959? Well, 


now’s the profitable time to go tape again—during Webcor’s Summer Special on tape recorders! Your Webcor 


distributor is authorizing special low prices to consumers—and special high margins for you—until August 


31. This extra profit promotion will be heavily backed by national and local advertising. So, cash in quickly. 


Call your Webcor distributor today for money-making facts and figures! 


























STOCK UP ON STEREO TOO! 








WEBCOR REGENT 
Jam-packed with features that make it a best 


buy at its regular price! Records and plays 
back all the sounds of life—parties, lessons, 
speeches. 3-speed, dual-track. Complete with 


powerful amplifier, wide-range mike, record- 


ing level indicator, tape counter. 






WEBCOR ROYALITE 


Capture snapshots in sound with this 3-speed 
record and playback beauty. Dual-track. Two 
high fidelity speakers, powerful amplifier, 
wide-range microphone. A truly lightweight 
portable, it weighs only 20 lbs. in its scuff- 


resistant carrying case. 


CALL YOUR WEBCOR DISTRIBUTOR TODAY! 


WEBCOR STEREOFONIC ROYALITE 


Completely self-contained — produces lush 
stereo sound from 4 or 2 track stereo tapes. 
Also records and plays back monaurally, at 
all 3 speeds. Dual-channel 16 watt amplifier, 
two hi-fi speakers, dual volume and tone con- 


trols. Plus lots more! 


DATELINE: EUROPE 


Italy: A Boom Is On 
Despite Lack of Money 


By LAWRENCE WRAY, EDITOR 


The ninth in a series of reports written on the scene in Europe 


The somewhat recent discovery of 
the pleasures of owning electrical 
appliances, radio and _ television 
sets has hit the Italian people just 
as hard as their neighbors in 
Western Europe. The high degree of 
acceptance appliances enjoy in our 
own country makes it difficult to 


believe that the average Italian 
family is only on the threshold of 
modern living. The possibility of 
their acquiring refrigerators, wash- 
ing machines and TV sets seemed, 
until a half-dozen years ago, as re- 
mote as-their owning Cadillacs. 
And not without reason. The 
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average Italian income was low— 
even by European standards; years 
were required to recover from the 
effects of World War II; manufac- 
turers were plagued by shortages of 
essential raw materials and the re- 
strictive policies of the government- 
controlled Bank of Italy on capital 
and credit still exerts a strangle 
hold on the economy. 


But, as in other Western European 
countries, industrial resurgence 
since Marshall Plan days has been 
phenomenal. Factories are humming 
with activity; wage levels, at least 
in the industrialized north, cen- 
tered in Milan, have been boosted; 
an over-balance of imports is giv- 
ing way to a healthy and prosperous 
export business and the domestic 
market is showing an avaricious in- 
terest in consumer durable goods. 





for quick turnover 


A Batteries in the new and exclusive Self-Display Cartons 


Here are two brand new transistor radio battery assortments that provide you with a complete battery head- 


quarters right on your counter. Each kit contains a complete point-of-purchase inventory of the most popular, 


fast-moving, transistor radio battery types. When the stock is gone, simply open a new self-display carton. Call 
your Authorized RCA Battery Distributor today...he’llhelp put you on the road to bigger and better battery prof- 
its in 1960. Ask him for details on the complete RCA 1960.Battery Program including “TOP TAG” Promotions! 


| »{@4)) The Most Trusted Name in Electronics 
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pPeneete Line of Sales-Boosting Promotion Aids are yours throughout the year! Ask for the “TOP TAG” Dealer Promotion Flier (Form 4F385). 
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The Italians are beginning to turn 
these goods out at a great rate and 
are bragging that they will be the 
Japan of Western Europe soon. 


But they have quite a way to go to 
satisfy the wants of their own 
people before they are in a position 
to flood other markets with their 
products. Italy has a population of 
about 50 million, comprising some 
12 million families. About 98% of 
its homes are electrified, so the 
basic domestic market is waiting 
and ready to be cultivated. The 
only trouble is that their wants are 
so many and their ability to satisfy 
those wants still so comparatively 
limited, that competition between 
industries is at a fever pitch. Even 
in such a basic industry as trans- 
portation, the transition from the 
bicycle, to the motor-bike, to the 
scooter, to the small car is still 
under way—and there are still more 
bicycles, motor-bikes and scooters 
per capita than there are cars. The 
same applies to housing, furnish- 
ings, appliances and services. 


Take television, for example. Our 
first commercial introduction of TV 
sets to the public took place in 1947. 
In Italy, the premiere year was 
1954, when 88,118 sets were sold— 
or at least that many families took 
out government licenses to oper- 
ate them. By the end of 1957 there 
were 673,080 licenses in force and, 
by the end of 1959, the number had 
more than doubled to 1,572,572. It 
is still going up in 1960 in the same 
rocket-like projectory and should 
easily hit 2 million by the end of 
1960. Remember, too, that in addi- 
tion to buying their television set, 
the average Italian family pays 
12,000 lire annually to the govern- 
ment for a license to operate it. But 
only 32 of each 1,000 families own 
television sets, for a saturation of 
only 12%. But in 1959 alone, 
476,387 new licenses were taken 
out, and if that rate of increase 
continues over the next few years, 
ownership should hit the 50% mark 
within the next decade. 

Biggest seller in Italy is the 21- 
inch set. Over 350,000 were pro- 
duced in 1959, or 62% of the total. 
Next in popularity is the 17-incher. 
Close to 200,000 of them were pro- 
duced last year, or 35% of the 
total. Total actual production, inci- 
dentally, amounted to 561,529 sets; 
sales amounted to 505,280 sets, 
which means that only about 
30,000 sets were replacements or 
second sets. It’s a new market. 


Radio, too, is enjoying a boom of 
its own. Of Italy’s 12 million fam- 
ilies, about 7,600,000 own radios, 
according to the official licensed 
subscriber figures. Production of 
all types of radios in 1959 hit 
623,000. Lower-price AM and FM 


- sets dominate the market, account- 


ing for 283,000 units of the 1959 
production. Another category of 
radio.important to the Italian deal- 
er is the auto radio. As in most 
European countries, auto radio is 
not included as standard equipment. 

All in all, the radio-television 
business in Italy is mushrooming at 
a fever pitch with major Italian 
producers jockeying for leadership. 
Biggest producers are Radiomarelli, 
Autovox, Voxson, Philips, Phonola, 
Atlantic, Emerson and Magnadyne. 
But there are other familiar names, 
too—Siemens and Telefunken of 
Germany. Philco is jumping into 
the Italian market by constructing 
a new plant, and Admiral of Italy 
has been producing for some years. 
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HOW TO MAKE 











ON A SALE 


IT’S NOT HARD ... if you use this check-list as a 


Have a specific reason behind the sale or don’t 
hold it. Oversupply of certain merchandise, the 
need for cash, special holiday or seasonal op- 
portunities, a desire to boost lagging sales, etc., 
are all good purposes. 


Be sure the sale idea is keyed to the time of the 
year and normal needs of the prospects and cus- 
tomers in the specific business area. 


Display can’t carry the load alone. Far too many 
dealers hold sales based solely on window and 
store display. The only thing this can accomplish 
is to sell merchandise at a discount to customers 
who otherwise came into the store to buy at 
regular prices. The additional sales it will make 
will be minute. No sale should ever be staged 
today unless it is given promotion through every 
possible medium available—including display. 





Be sure featured items are in adequate stock. 
When you offer an item today the customer who 
comes in on the second day of the saie expects 
it to be in stock. Otherwise your store is branded 
as a “cheat” and “fraud” and actually loses more 
business~from this type of maneuver than is 
gained through the sale itself. 


Set it up on paper—work out the entire plan 
for the sale well in advance and develop the 
entire program on paper. Your competition today 
is much. rougher than it was but a single year 
ago; hit-and-miss merchandising in an area is 
no longer possible. 


Providing maximum related and tie-in items at 
regular prices as part:of the sale itseif is an 
assurance of doing as much profitable business 
as possible. Usually the* basic thinking behind 
the sale idea is to employ near-cost items as 


“bait” to lure customers into the store where. 





they can be sold merchandise at regular margin 
of profit. Setting up as many related item and 
tie-in offers as posible can be assurance that 
this goal will be achieved. 


Plan ahead to BUY for the sale. Impromptu, on- 
the-spur of the moment sales, seldom are profit- 
able any more. Nor are those when items are 
picked from stock at random to be featured. 
The really successful sales today are those 
planned far ahead of the actual event itself in 
order to include special purchases of merchan- 
dise featured during that sale. 


Specific duties for everyone on the store staff 
should be outlined as part of the sales planning. 
When this is done the opportunity for success 
is always greater; the chance of forgetting some 
important detail is lessened. 


Timing is important. The actual duration of the 
sale is of utmost importance today. Don’t over- 
look “build-up” among customers, for what one 
tells another helps to build business for any sale. 
Today’s experience shows major sales events 
can best be scheduled to run between ten days 
and two weeks. After a two-week period the 
effort is very seldom worthwhile. 


Direct mail to regular customers announcing the 
sale ahead of general advertising of the event 
is one of those moves being found particularly 
effective today. This not only helps to build 
goodwill among the store’s present customers 
but it has been found that these individuals will 
bring their friends and neighbors “to get in on 
a good thing.” 


Give windows over to the most wanted items 
during the sale. They will build the volume traf- 
fic. The old concept of pushing hardest on the 
items we want to get rid of most has wrecked 
more dealer's sales than even inadequate pro- 
motion. The fact that something is a “white ele- 
phant” has labeled it as an undesirable item 
among customers. Putting it on sale seldom 
creates any demand for it. 


Scatter displays throughout the store. It’s seldom 
wise to center display of sale items in one spot 
in the store. The more they are scattered out the 
greater the opportunity for customers to see and 
buy merchandise not on sale at regular profit 
margin. 


Sales contests within the store staff are well 
worthwhile. Best results follow when the con- 
tests are based on items NOT offered on sale 
but carrying regular profit margins. 


Stinting on advertising and promotion is a sure 
way to guarantee failure for any sale today. 
Competition is much keener than it has been in 
the past. More sales are being held today than 
in recent years. Both conditions mean an all-out 
effort must be employed. 


guide in planning your next promotion 


Check with other merchants before the sale dates 
are definitely set. It is seldom wise to try to buck 
a bigger and better sale being put on by some 
other firm, either in or out of the appliance busi- 
ness. Co-operation pays off; competition merely 








lessens the probability for a successful sale. 


Have extra part-time help for the store rather 
than risk making customers unhappy or encourag- 
ing shoplifting during crowded periods. It is 
just as easy to create a disgruntled customer 
during a special sale as during regular store 
routine. Today’s hurried customer will not accept 
the sale as an excuse for not being waited on 


promptly. 


Hold a tight rein on credit during the sale. Many 
dealers tend to relax it during a special sale. 
The margin of profit just isn’t there to permit 
taking any chances on credit business done dur- 
ing any special sale. 


Keep such sales well spread apart. Customers 
today are suspicious of the stores which hold 
one sale after another. If you hold sales too 
close~together, customers tend to withhold. pur- 
chases between sales in anticipation of lower 
prices forthcoming at the next special event. 


Avoid the shopworn and overdone sale themes 
and ideas. Plan the sale far enough ahead of 
time to give opportunity in which original ideas 
can be developed. 


Stay open an extra hour or two during the sale. 
Give everyone a chance to participate. Remember 
that today more amd more wives are working 
during the day and must shop after hours and 
that. many staggered working schedules make it 
impossible for men to shop in regular periods. 
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OLIVE P. GATELY says 


‘Watch Your Language 


Selling Appliances 


To. Those Housewives’ 


” 


“A rose by any other name... 
It’s a cinch Bill Shakespeare never 
tried to sell appliances to house- 
wives. The technical jargon of our 
business doesn’t do much to “jarge 
up” the clang of the cash register. 
When women don’t understand, 
they don’t listen—no matter how 
sweetly they smile. No listen... no 
sale. 


Remember the old association fests 
in which the test-giver says a word 
and you say the first thing that 
pops into your mind? For example 
“tiger — stripes”; “ham — eggs.” 
Judging from my correspondence 
and the eavesdropping I do, this is 
the way it goes with a woman when 
you throw her some of the jargon 
of the appliance trade: 


You Say 
nuts. 


bolts... 
impeller. 


gasket 


detergent... 


selective 
control 


manual 
control 

hot water. 
inlet 

beaters.. 


accessories 


extraction 


ELECTRIC 


She Thinks 


raisins 
lightning; fabrics 
persuade by force 


..give way to tem- 


per 
a-tisket, a-tasket 
prevent you from 
doing something 
—like the law 
anything to do 
with segrega- 
tion? 


according to the 


book 


..brook at mineral 


spring 


..pre-vac way to 


clean carpets 
bangles and bows, 
bracelets 


dentist; wisdom 


teeth 





A Frigidaire dealer 
talks about 
his franchise . . . 


Winston Rodormer is President of E. W. Edwards and Son- 


prove to me that nobody builds ’em as solidly as Frigidaire!” 


Naturally, we’re mindful of modern production efficiencies that 


keep costs down and prices competitive. But at Frigidaire, work- 
manship comes first. That means quality 
sales up and keeps them up—for our dealers and for ourselves. 


the kind that pushes 


a leading Syracuse depart- 
ment store. In that business you handle thousands of products and name brands. You fast 
become a good judge of quality. Here’s how Mr. Rodormer rates Frigidaire Appliances: 


‘Nobody builds ‘em as solidly as Frigidaire!” 


“I look for details and so do customers. Control knobs, hinges, and shelves, 
for instance. Frigidaire people put them together carefully. No gadgets, either— 


sensible engineering. Those.things, along with performance and service records, 


<= FRIGIDAIRE 


PRODUCT OF GENERAL MOTORS 





AL MERCHANDISING WEEK 


back splasher not nearly so good 
as a back 
scratcher 
_labor union leader 
_.no, he went down 
the street 
join together 
young swan (may- 
be) 
money in the bank 
don’t be silly— 
you always have 
to touch up 
volts... scosiicere tROUBRE 1% was 
“Voltswagon”’ 
_.something you 
hope you'll get 
in a future in- 
carnation 
British for ‘‘bi- 
cycle” 
time in hospital 


agitator. 
ampere 


fuse..... 
syndet 


solvent 
wash ’n wear 


service 


cycle 


cycle of 
operation 

te Se lemon juice 

alkaline Death Valley Days 

circuits. circus or vaude- 
ville schedule; 
or what preach- 
ers went on in 
the old days 

to be able to turn 
on every light in 
the house, plug 
in every appli- 
ance—and NOT 
have a blackout 


adequate 
wiring 


On occasion, you may give an im- 
pression the exact opposite of what 
you intended: 


hands crushed and 
bleeding 
men feel 
they’ve been 
through after a 
hard day at the 
office 


store’”’ brands 


On the other hand, some words 
have excellent connotations: 


clean clothes, less 
work 

iss scascasnpieascares good healthy 
meals; praise 
from the family 

protection for 
food; ice cubes; 
cold drinks for 
the young fry 


washer 


refrigerator 


Take the phrase “time saving.” 
Women certainly respond to the 
sales argument that such-and-such 
product will give them more time. 
Watch it, though. Tell women they’Il 
have “more time for fun, more time 
to play bridge—and you’re a dead 
duck .. .” to quote “The Hidden 
Persuaders.” Instead try, ‘more 
time for your family . . to visit 
your folks . . . to do the dozens of 
things you never have time for.” 
Women are prone to look at every 
item in light of their children and 
how it effects them. Suggest they’ll 
have more time “to properly fulfill 
their mother role,” or words to that 
effect—and you’ll really hit the 
bullseye! 


ABOUT THE AUTHOR—Olive P. 
Gately is uniquely qualified to talk to 
dealers on behalf of women every- 
where. A native of Boston, she has 
lived and worked in Cleveland, San 
Francisco, Dallas and New York. She 
is widely known as an advertising, 
marketing and sales promotion con- 
sultant specializing in the “home” 
fields. She has worked for Macy’s, 
Sanger Bros., and Jordan Marsh de- 
partment stores. 
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EMPTY DINNER CARTONS are used by Carroll Schiller to dramatize store's offer of 100 
free dinners to each freezer purchaser. To build traffic, store also offered prospects opportunity 
to buy 69 cent dinner for nine cents. 


100 Dinners 
Sell a Freezer 


A giant giveaway of frozen dinners proved to be just 
the tool he needed when Sam Herman of Baltimore’s 
Ash Sales decided to promote freezers this spring 


By JOHN A. RICHARDS 


at Service built wa 


COLORFULLY PAINTED WINDOW wos used to pro- 
mote the freezer offer in firm's other store (called Brook- 
lyn Appliances). Direct mail and newspaper advertising 
were also used. 


Ash Sales is an appliance-TV operation that moves in a mer- 
chandising climate where discounters operate generally at $10 
to $20 over cost. The store tries to stick with going prices by 
buying well-and in quantity. Its salesmen will negotiate. 

But Herman knows price alone is not the answer in today’s 
market. That’s why his firm has a month by month merchandising 
plan. And it was as a well thought out part of this overall plan 
that Herman hit on giving away frozen dinners to sell freezers. 


A really big promotion kicks off the year’s merchandising at Ash 
Sales. Then comes a new product promotion every three months 
to sustain momentum. In 1956, for example, the big promotion 
was a 64-hour marathon sale. This year it was a five-day 13th 
birthday sale. 


Then came the freezer promotion. The D & H Distributing Co. in 
conjunction with Food-Monarch Foods, a distributor of 56 frozen 
food lines, suggested the unique idea. The distributor arranged 
for the pioneering dealer to receive 120 actual dinners free, to 
get dummy food cartons to make up a window, and to buy 
additional dinners at 30 cents each. 

Ash grabbed at it. It kicked off a promotion May 9 and ran 
it to the end of June. Ash made arrangements to stock 18 RCA 
Whirlpool freezers, to increase its floor models to eight. It stocked 
an opened freezer with food cartons in its window, with a sign 
announcing “100 TV dinners free with every freezer purchase.” 
At a satellite suburban store it plastered the window with the 
same message, identified the freezer, drew a unit on the window, 
and backed this with modeis on display. 

The balance of the promotion fitted into the Ash Sales merchan- 
dising pattern. The firm began direct mailings to 10,000 old 
customers at the rate of 1,000 per week. It offered anyone re- 
ceiving the mailing, dinners costing 69 cents for 9 cents, one to 
a customer. Any customer buying a freezer was to get 100 din- 
ners free, with chicken, ham, hamburger, and turkey the selec- 
tions. Further, the same customer would get a coupon entitling 
him to go to the frozen food vendor and buy extra food in quan- 
tity at good prices. Ash Sales planned it so that if the dinners 
sold at 9 cents, it would pay the firm, from a promotional stand- 
point, to buy 100 additional dinners at $30 and continue to sell 
them at 9 cents. After waiting for the direct mail response, Ash 
scheduled newspaper ads in the third and fourth weeks of May. 


For this promotion Herman and co-owner Carroll Schiller deter- 
mined to stick with one price. The freezers offered ran from 11- 
cubic-foot units at $239 to 30-cubic-foot units at $355, including 
the free food. All freezers had a flat 15% mark on cost, which 
gave Ash Sales from $30 to $45. The $30 cost of the food was 
added to the discount price of each freezer. At the Brooklyn 
satellite store, where prices run better, the offering started at 
$239 for an 11-cubic-foot unit and stepped up in line with list 
price merchandising. 

“Not all sales must be discount sales,” says Herman, explain- 
ing the flexibility of his merchandising. “And they can’t be if 
you want to stay in business.” He means that if you’re grossing 
$20 on discount sales, you've got to pick it up on non-discount 
sales. Not necessarily at list, but in the 18 to 20% range. ‘You've 
got to feel your way,” adds Herman, “and look for every way 
to make a dollar, rather than stick to an inflexible formula.” 


His thinking on freezers typifies this. He has watched freezers 
closely lately. Dealers generally have shied away from selling 
freezers and food plans. The reason is that six or seven years ago 
they tried plans. Customers then financed the two together, 
loaded up on food, and, for about 60 days ate well. After that 
there was no money for food, and many units were repossessed. 

Now, and for the past two years, food plan operators have 
budgeted over one, two, three, or four years. For from $50 to 
$60 a month, a customer can have food and freezer, and freezers 
can be replenished by the week or month. 

“As a result,” maintains Herman, “the food plan operators are 
walking away with the freezer business.” 

He not only sought to tap this business, but to spread it down 
into the lower income groups. 

“A dealer may be selling a 17-cubic-foot freezer for about 
$299,” says Herman. “Yet a plan operator may be selling the 
same size unit from $500 to $700. Their gimmick is that they 
sell from $75 to $150 worth of food with it. Our interest is to 
combine the food with the freezer sale, but much lower in price. 
The TV dinner plan seemed an ideal way to. recapture this 
business.” 

For anyone who shudders at the thought of stocking a freezer 
with 100 dinners, Herman points out it is a means to interest 
prospects in the purchase of the freezer. Later they can adapt 
themselves to stocking it any way they wish. 


By dovetailing this new food-freezer promotion into a total 
framework, Ash Sales sold 20 freezers during this last May and 
June, developed additional radiation leads, and got back into the 
freezer business. Herman and Shiller estimate it cost the store 
about $250 of their own promotion money. This-was a small price 
to crack the low price field and open up a dormant sales area. 





ELECTRICAL MERCHANDISING WEEK 


Nashville Is Living “Cool 
After a Big Promotion 


In Nashville, spring was dragging. 

It came on the heels of one of 
the Tennessee city’s coldest, snow- 
iest winters. And the Southern city 
had been upset by sit-in demon- 
strations by Negroes at several 
downtown stores. 

But a clever air conditioning 
promotion proposed by Nashville 
Electric Service and sponsored by 
the Nashville Electrical Dealers 
Assn. restored the lagging vitality 
of the appliance business. 


Final result, according to a tabula- 
tion by the 62 participating dealers: 
25,392 potential, extra customers 








MPS High Fidelity Heat 


is 1960’s Most Effective Gas Heater Salesmaker 
ARE YOU TAKING ADVANTAGE OF IT? 
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brica’s most complete heating |} 


~ 


MEATERS -WaLL HEATERS: FLooR runettie, + INCIN 


MARTIN V870 VENTED 
RADIANT CIRCULATOR 
This is just one example of the beauty of 
Martin Continental Console Cabinet design. 
There are four sizes in this series, all avail- 
able with Martin High-Fidelity Heat, all 
finished in Lifetime Porcelain, ali equipped 
with Lifetime Guaranteed cast iron burners. 


AMERICA’S MOST 





If not, better find out how much Martin High- 
Fidelity Heat can mean to your customers in 
added comfort and increased economy ... and 
to you in added sales.... 


For the full story on Martin High-Fidelity Heat, 
Martin Continental Console Cabinet design, and 
the most complete and saleable line of gas 
heaters in America, write for catalogue today. 


STAMPING & STOVE COMPANY 
HUNTSVILLE, ALABAMA 


" 
a 

Aad 
Ph 
or 
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drawn into their stores throughout 
the county during the 60-day period 
from April 18 to June 18. 


Reports of impulse buying were 
general. One dealer reported the 
sale of two refrigerators to people 
brought into his store by the pro- 
motion. Another attributed sales of 
three ranges to people who “just 
dropped by to deposit coupons.” 


What was the gimmick? Free cou- 
pons were circulated to consumers 
throughout the area in _ electric 
bills. They also were made avail- 
able in local newspaper advertis- 
ing. Participating dealers collected 
all the free coupons signed and 
brought into their stores. Then, the 
coupons were turned in for the 
grand prize drawing on May 21. 


In the picture above, is the grand 
prize drawing for 15 room air con- 
ditioners donated by manufacturers 
and distributors serving the Nash- 
ville area. It took place on a popu- 
lar local morning radio show. At 
left is Dolores Watson, a singer. 
John McGregor, in charge of dealer 
cooperation for National Electric 
Service, is making the drawing, 
watched by Tommy Cutrer, m. c. 


Theme of the promotion was “Live 
cool . . . electrically,” a slogan re- 
peated by special display materials 
supplied in a promotional package 
to participating dealers. In addi- 
tion, dealers were encouraged by 
prizes for the best window displays 
and for salesmen whose names ap- 
peared as validators on coupons. 

Several dealers offered air con- 
ditioners at special low prices. To 
spur sales among those who felt 
they were going to win the draw- 
ing, customers were assured that 
they would receive rebates of up 
to $250 if they bought an air con- 
ditioner and later found they had 
won one as a prize. 





Financier Sells Stock. 
In Manufacturer 


In another surprising move at 
Landers, Frary & Clark, the home 
of surprising moves lately (see EM 
Week, May 16 and July 4), one of 
the company’s largest stockholders 
has disposed of all but a fraction of 
his interests. 

Frederick W. Richmond, young 
(38) New York financier, has sold 
a block of over 50,000 shares of 
LFC which he acquired just two 
years ago. Richmond has also re- 
signed as chairman of the executive 
committee, but remains a board of 
directors member holding 1,000 
shares. A spokesman for J. W. 
Richmond & Co. declared that time- 
consuming pressure of other busi- 
ness commitments prompted Rich- 
mond to withdraw. 

After acquiring a measure of 
control of LFC in 1958, Richmond 
invited Harry T. Silverman, into 
the management of LFC in 1959. 
Since then, Silverman has directed 
a series of management and mar- 
keting changes for the old-line 
housewares company. At present, 
Silverman, his family and a few 
close friends hold controlling in- 
terest in LFC. 





Sy ANOTHER DIAMOND JUBILEE SELLING IDEA FROM HONEYWELL 


The great 
overlooked prolit 
opportunity 


Homeowrers all over the country have started a movement that can lead 
to greater dollar profits for you! They are adding new family rooms, extra 
bedrooms, bathrooms and recreation rooms to their existing homes... 
and, they are building great numbers of hunting and fishing cabins and 
lake cottages—all of which require heat. As a result of this expansion, a 
whole new market for gas room heating appliances has developed. With 
just the least effort, you can pocket extra profits by increasing your 
emphasis on the sale of these room, wall and floor heaters. 


But these new additions are only part of the picture. Add to them the 
unlimited potential for replacement heaters and you have an impressive 
profit-picture indeed! 


The market for room heating appliance sales is growing steadily 
probably a lot faster than you ever thought possible! In 1958, 1,893,900 
heaters were sold and in 1959 it was 2,013,900.* By 1964, further estimates 
indicate that the market for room heating appliances will be nearly three 
million! What’s more, the replacement potential of the nearly 30,000,000 
units in use as of January 1, 1959** may be equal to 3,000,000 units in 
itself! Remember that these estimates encompass only the normal demand 
for heaters. Overlooked is the unlimited source of profits to be derived 
from the aggressive sale of these heaters! 


On the following pages, your manufacturer and Honeywell present all 
the facts, figures and sales assistance you’ll need to help solve your 
customers’ heating problems and cash in on a virtually untapped source 
of profits. Don’t pass up this GREAT OVERLOOKED PROFIT 
OPPORTUNITY! 


*Source: Gas Appliance Manufacturers Association **Source: ‘‘Gas Heat”’ 





Sy ANOTHER DIAMOND JUBILEE SELLING IDEA FROM HONEYWELL 


The great overlooked 


[ n F 960, the normal market for room heaters 
will be almost 1,500,000! Basement recreation 
rooms alone have created a new and sizable 
market for room heaters. Then add the total 
potential of bathrooms, kitchens, guest rooms! 
Let this unlimited market be your opportunity 
to pocket plus profits. 


In 1960, the normal market for wall heaters 
will be 452,600! Adding an extra bedroom often 
creates the need for additional heating comfort 
thus many homeowners are “‘in the market”’ for 
wall heaters or through-the-wail heaters. They 
will buy your brand if you’re prepared to exert a 
little more selling effort. 





I n 1 960, the normal market for floor furnaces 
will be 86,000! An extra family room often creates 
the need for the extra warmth a floor furnace 
provides. Take advantage of this big new market 
today and cash in on extra profits! 


























Banner. Here's 


Retailers! Take advantage of the sales assistance pro- 

vided by Honeywell and your manufacturer. The sales aids 

you see at the right (or their equivalent) are offered to you Consumer Stuffer. rmative 
by the leading manufacturers listed on page four of this ad. aid tells the story of the need for ar 
Stimulate your own sales by capitalizing on the tremendous 

potential this ready-made market provides! 





SH ANOTHER DIAMOND JUBILEE SELLING IDEA FROM HONEYWELL 


protit opportunity 


You'll pocket extra gas heater profits acs ue ane 


when you cash in on... | WHERE YOU NEED IT 


- with a mode onvenient 


tOOM HEATING APPLIANCE 


¢ the existing potential for replacement units ~' "| & 
¢ the big new market in add-on rooms \ Wr 


¢ the current boom in cabins and cottages 


Homeowners in all income brackets—from Maine to California, from 
Florida to Washington—use gas heaters in their homes. In fact, an 
estimated 2,013,900 room heating appliances were sold in ’59—but, 
there were also better than 30,000,000 in use! Now, how many of these 
30,000,000 are old and worn out... obsolete...ready for replace- 
ment? It’s anybody’s guess. But let’s chance a conservative estimate 
and say 10%. This means the annual replacement potential could be 
3,000,000 units! Add to this replacement potential the number of units 
that might have been sold for extra rooms and new construction through 
aggressive selling and merchandising and this figure becomes mighty 
impressive! 

With just a /itle effort, you can cash in on this extra potential for 
extra profits! 
The boom in cabins and cottages! Don’t forget the big boom in cabins and 
cottages. Americans in ever-increasing numbers are flocking to the 
lakes and woods for their recreation, and many are building their own 
accommodations. The results add up to even greater profit potential 
for room heating appliance sales! 


Beat the cost-price squeeze! An extra profit opportunity like this could be 

your answer to the cost-price squeeze ...a source of unlimited po- 

tential that could help ease the pressures of rising costs . . . a field wide 

open, waiting to be actively promoted, aggressively sold! 

A steadily growing market! The chart on the right is your assurance that 

the market is growing steadily. But once again, this represents only 

normal growth and not the tremendous potential that awaits the 

aggressive merchandiser. But don’t wait! Don’t let the market pass 

you by! Start promoting your heaters today! GAS ROOM HEATING APPLIANCES 
Automatic control means bigger profits and greater customer saitsfaction! = 

To really pocket extra profits, push the advantages of automatic heat- Sales and Sales Estimates 

ing! You’ll find that Honeywell automatic controls give your heating ego amesiacaeentteemidieestalasanonesinnemipnsseecanmenantnitt 
appliances more comfort appeal too. Room Wall | Floor . 


The Honeywell Adatrol. With the basic C596 Adatrol installed on your ___|_ Heaters | Furnaces | Furnaces] Totals — 
units, you have complete flexibility with a minimum inventory. A 

variety of add-on thermostats lets you offer a full range of control: Dsitcican 389,000 Be 97,500 Vi sana 
from a simple bulb-type thermostat to the famous Honeywell Round. a % 

The Adatrol is ideal for all kinds of room heating appliances—room | 97,300 | *2,013,900 
heaters, wall heaters, and floor furnaces. . ——+-— —+—- 

86,000 *2,021,400 


The Honeywell Junior Line. For the smaller, more compact units, the 
Junior Line offers a complete range of control. Provides all the control 
functions of the Adatrol line, but particularly adapted to the smaller 
capacity room heating appliances. 

Whatever the control need you’re ahead in both profits and prestige my : a 
with Honeywell controls and the control name your customers will 82,000 | **2,732,000 
recognize. It’ll pay off in customer comfort and satisfaction too. 


90,000 


85,000 | **2,465,000 


Manufacturers are tying in. The manufacturers listed on page four of *Source: GAMA *®*Source: Honeywell Market Planning Dept. 
this ad are tying in with Honeywell on this program to help stimulate 

your sales. So, send in the coupon requesting your merchandising aids, 

and specify which is your manufacturer. We'll see that you get his 

sample custom-tailored sales aids! 





&Y ANOTHER DIAMOND JUBILEE SELLING IDEA FROM HONEYWELL 


The great 
overlooked protit 
opportunity 


Room Heating Appliances for room additions 
and replacement installations are a great untapped market 
which these reliable manufacturers are ready to help you 


share, Mr. Retailer! 


Adams tye Mfg. Co., Inc. 
Pittsburgh 33, Pa. 
Adams Rhee ful ators 


Advance Furnace Co 
Wichita, Kansas 
Cozy Floor Furnaces, Wal! Heater 


Albion Div., McGraw Edison Company 
Albion, Michigan 
Tropic-Aire Vented Gas Heater 


Arkla Air Conditioning Corp 
Little Rock, Arkansa 
Arkla-Humphrey Gas Heaters 


Armstrong Products Corporation 
Huntington, West Virginia 
Armstrong Room Heaters 


Auto Stove Works 
New Athens, Ill. 
Autocrat Space Heater 


Birmingham Stove & Range Co. 
Birmingham, Alabama 
Thermolaire Gas Space Heater 


Chattanooga Royal Co. 
Chattanooga, Tenn 
Royal—Space He ster 5 & Wall Heater 


Coleman yen Inc. 

Wichita 1, Kansas 

Decorama Space Heaters, Wall 
Heaters, Floor Furnace 


Custom-Aire Products Division, 
Pacific Industries Inc. 

Sar isco, California 

Custom-Aire Wall Heaters 


Day & Night 
La Puente, California 
Day & Night Panelray 


Dearborn Stove Co. 
Dallas 22, Texas 


Dearborn Gas Area Heating Equipment 


Empire Stove Co. 
Belleville, llinois 
Empire 


Gaffers & Sattler 
Los Angeles, California 


Sunaire Wall Heaters 

H. C. Little Burner Co. 
San Rafael, California 
SAFTI-VENT Wall Heaters 


Heil-Quaker Corp. 

Nashville 4, Tennessee 

Heil Wall Heaters, Quaker Space 
Heater & Wall Heaters 


Henry Vann Industries 
Clinton, North Carolina 
Vann-Starline Gas Space Heaters 


Holly-General Co., Div. of Siegler Corp. 
Pasadena, California 
NarroWall Heaters, Stubby 

Floor Furnace 


Independence = & Mfg. Co 

Independence 

Independence, Challenger 
Triumph Heater 

Jacobs Heater Corp. 

Athens, Alabama 

Glowboy Room Heater 


Jungers Stove & Range Co. 
Grafton, Wisconsir 
Jungers Gas Space Heaters 


King Stove & Range Co. 
Sheffield, Alabama 
King Room Heater—fF 


Wall Heater 


Kleer Kleen Manufacturing Co. 
Hayward, California 
Kleer Kleen Floor | 


Locke Stove Co. 
Kansas City 5, Mi iri 
Warm Morning & Moore’ 


Martin Stamping & Stove Co. 

Huntsville, Alabama 

Martin-Room Heater—Floor Furnace 
Wall Heater 


Monogram Industries, Inc. 

Quincy, llline 

Monogram Space Heaters, 
Wall Heaters 

Motor Wheel Corp. 

Lansing 3, Michigan 

Duo-Therm 

Oakland Foundry Co. 

Belleville, Il 

Oakland Space Heater 


Peerless ey Div. of Dover Corp. 
1400 W. Ormsby Ave., Louisville, 


Wall Heaters—Room Heaters 


ys 


Perfection a Hupp ig 
Cleveland, ; Waynesbor 5e 


Perfectior . as Wal! Furnaces 
Pioneer Furnace Company 


Los Angeles 65, Ca 
Pioneer 


Honeywell 


eonrran 








Premier Stove Co. 


Proway Inc. 

Wis« 1 Rapids, W ° 

Preway Gas Space Heaters 

Queen Products Division, 
King-Seeley Corp. 

Albert Lea, Minnesota 


c 


iperflame Space Heater 


Samuel Stamping & Enameling Co. 


Chattanooga, Tenn. 
Suburban—Wall Heater 
Floor Furnace & Space 


Siegler Heater Co. 
Centralia, IIlir 
Siegler Gas Home Heaters 


Southwest Mfg. Co. 
Aurora, Md. 
Heatwave Wall & Floor Furnace 


Stewart-Warner Corp. Heating & 
Air Conditioning Division 
Lebanon, Indiana 
Saf-Aire “Safety Sealed” 
Wall Heaters 


Stiglitz Corporation 
Louisville, Kentucky 
Warm-Aire Space Heaters 


Suburban Appliance Co. 
Norristown, N. J. 
iburban Novent, Dynaven 
stant Comfort Window, 


Space Heaters 


NnNessee 
Temco § space Heaters, F 
Furnaces, Wail Heaters 


The A. F. Thompson Manufacturing 
_ Company 

Ty er, Texa 

Thompson Room Heater 


The Atlanta Stove Works, Inc 
Atlanta, Ga. 
Vented 1 Unvented Space Heater 


The Ohio Foundry & Mfg. Co. 
Steubenville, Ohi 


Brilliant Fire 


The Payne Company 
La Puente, California 
Payne Panelaire 


U. S. Stove Co. 

Ss 1 Pittsburg, Tenn. 

a »n—Room Heaters & 
~ Wall He aters 


Vega Industries, Inc. 

Chattanooga, Tenn. 

Comforteer, Comfort—Zone 
Space Heaters 


Williams Furnace Company 
Buena Park, California 
Westwood, Forsaire & Debonair 


Wall Heaters 
Wonder Warm Company 
P.O. Box 1184, Nashville 9, Tennessee 
Magic Chef Wonder Warm Space 
Heaters, Wall and F r Furnaces 


Pocket extra profit by upgrading to automatic control 


MINNEAPOLIS-HONEYWELL 
Dept. HF-7-130 
Minneapolis 8, Minnesota 


PLEASE rush me free sample gas room heating appliance merchandising aids 


My manufacturer is: 


(Address) 


Signed: 


Address 


(Name of Company) 
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PRODUCTS 


FEATURES THIS WEEK 


Admiral, Emerson and Olympic 1961 TV lines e Tho- 


mas Audion, 
Olympic and Admiral 
1961 laundry equipment 


Orcoa and Emenee organs e 1961 
radio lines e 
Norge 1961 washer-dryers 


Westinghouse 


En 


ADMIRAL Announces 1961 TV Line 


The 1961 Admiral TV line features 
a choice of 43 23-in. models, 26 19-in. 
models including an expanded line- 
up of TV-AM/FM stereo theater com- 
binations in both screen sizes. 
Featured throughout the basic 23-in. 
line is a new golden die-cast es- 
cutcheon, push-pull on-off control, 
lighted channel indicator, variable 
tone control, transformer powered 
20,000v chassis, gated age, front- 
mounted preference controls and au- 
tomatic circuit breaker. Speakers in 
all table models are front-mounted. 
The wide angle 23-in. picture tube 
provides 282-sq.-in. viewing with 
“squared off” corners, and has a 
safety glass sealed directly to front 
of tube. 

All cabinets are ultra-slim rang- 
ing in depth from 15% to 16% in. 
and are available in a variety of dec- 
orator approved original designs in 
console, lowboy and stereo combina- 
tion models in a wide choice of fin- 
ishes. 

The 23-in. line is highlighted by 
Admiral’s Super Son-R wireless re- 
mote control in 5 models, utilizing 7 
transistors and 1 diode within the 
TV set, enabling viewer to turn set 
completely on and off, change sta- 
tions, adjust volume to 3 levels and 
mute from a chair. A new electro- 
mechanical noise rejector accepts 
signals only from the Super Son-R 
hand unit which transmits ultrasonic 
signals and does not contain any 
wires, tubes, transistors or batteries. 
Featured for the first time are TV- 
stereo phono combinations with 17,- 
000v horizontal, transformer powered 
TV chassis, new wide angled 19-in., 
114-deg. deflection picture tube and 
golden signet tuner. The stereo rec- 
ord changer with diamond needle is 
located behind a door, and pulls out 
for convenient loading, plays all 4 
speeds and intermixes sizes of same 
speed. Stereo amplifiers provide up 
to 16w output, and a crossover net- 
work directs frequencies into two 
6x9-in. dual cone speakers and two 
3%-in. tweeters. A _ stereo balance 
control permits adjustment of output 
of both channels. These stereo thea- 


AEA 









ters are available in contemporary 
styling and a decorator approved 
provincial original cabinet. 

Three versions of the 23-in. stereo 
theaters include 1 with TV _ and 
phono; 1 with TV-phono-AM radio 
and 1 with TV-phono and AM/FM 
tuner. All have multi-channel ampli- 
fiers with up to 16w output, crossover 
network, 4 speakers (2 6x9-in. dual 
cone woofers and 2 3%-in. tweeters). 
This stereo changer has_ ceramic 
pickup with twin diamond-sapphire 
needles. The FM tuner has a new 
broad band IF-ratio detector system 
that locks in stations for easier tun- 
ing, ave and lighted slide rule tun- 
ing. 

A consolette 19-in. model complete 
with Super Son-R wireless remote 
has also been added to the 19-in. line, 
and is available in contemporary and 
provincial styling for use in any set- 
ting. 

All remote control sets also have 

Touch-a-matic bar tuning for at-set 
operation. Combined with the Super 
Son-R, they provide 2 completely in- 
dependent tuning systems with either 
working without the other. 
Completing the 1961 line are thin- 
man luggage portable 19-in. sets, 
Super Son-R portables, and consol- 
ettes shown last spring. 
Prices, Stereo theater models start 
at $399.95 for STG24M132 in mahog- 
any to $579.95 for STF24M169 in 
cherrywood. Walnut and blonde oak 
finishes are also available in this 
series. 

Super Son-R 23-in. lowboys range 
from $399.95 to $429.95, consoles from 
$339.95 to $429.95; table models from 
$299.95 to $319.95. Regular 23-in. low- 
boys from $289.95 to $339.95, consoles 
from $249.95 to $329.95; table models 
from $219.95 to $239.95. 

Stereo theaters with 19-in. tube 
from $299.95 to $329.95; 19-in. Son-R 
consolettes from $249.95 to $269.95; 
regular 19-in. consolettes from $199.- 
95 to $219.95. 

Son-R portables from $229.95 to 
$259.95; and luggage portables from 
$169.95 to $189.95. Admiral Corp., 
3800 Cortland St., Chicago 47. 





. See 
OLYMPIC 6-WAY COMBINATION KC368P 


OLYMPIC 1961 TV Line 


Fifty new TV models of all types are 
announced by Olympic in a total of 
128 styles and finishes. 

Featured is the largest line of 6-way 
TV combinations in the company’s 
history: 22 combinations, each 
equipped with AM radio; 19 models 
with AM/FM radio or _ simulcast 
AM/FM radio for stereo broadcasts 
optional. Three have 21-in. screens; 
15 are 23-in. and 3 are 24-in. sets. 
Top set in line is a 6-way color TV 
combination (KL115), with simulcast 
AM/FM radio and complete dual- 
channel stereo phono. Twenty-one of 
the combinations have complete dual- 
channel stereo; the leader combina- 
tion is stereo equipped. Six are 
“compact” in size; 16 are of longer 
“stereo-center” design in 61 styles. 
In Olympic portable line 3 models 
are offered in 12 styles and finishes; 
2 are 17-in. sets; 1 a 19-in. set with 
unbonded picture tube. 

Seven table models are in 15 styles 
and finishes; 2 are 19-in. sets, 1 a 
2l-in., and 4 are 23-in. models. 
Olympic console line includes 18 mod- 
els in 49 styles and finishes. Leader 
console has a 21-in. screen; 15 are 
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OLYMPIC COLOR COMBINATION KLII5 


23-in.; 1 a 24-in. console. Completing 
the console line is a color set in con- 
temporary styling in mahogany, oak 
or walnut. 

Olympic sound system in the 6-way 
combinations is a new approach: 
These sets have an illuminated “ster- 
eo control center” switching panel 
which provides the utmost in oper- 
ating flexibility; by proper control 
setting, the unit can simultaneously 
provide 1 program in living room and 
an entirely different one in a remote 
location such as basement playroom. 
An extended 3-D position is provided 
to increase stereo effect in master 
and remote speaker locations. Other 
features include an improved power 
transformer chassis; unbonded tubes 
in all 19- and 23-in. sets; TV safety 
glass angled so that it virtually 
eliminates room reflections; 3-button 
hi-fi and tone control switching on 
all deluxe sets; 1- and 2-button re- 
mote control units available. 

Prices, combinations, from $329.95 to 
$995; table models from $199.95 to 
$299.95; console line, from $249.95 to 
$695; portables have an open list. 
Olympic Radio & TV Div., The Sieg- 
ler Corp., 34-01 38th Ave., Long Is- 
land City 1, N. Y. 





2 
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OLYMPIC 8604 STEREO RADIO-PHONO 





s BRD. 
pa 8 pee, 4 3 


OLYMPIC 8600 STEREO RADIO-PHONO 


OLYMPIC Hi-Fi Phono and Radio Lines 


Olympic announces 18 new hi-fi radio 
phonos, 1 radio, 6 portable phonos 
for 1961, with emphasis on decorator 
styling and finishes, genuine woods 
and authentic cabinet furniture de- 
signs including Danish modern, 
French provincial, Oriental, Early 
American, traditional or contempor- 
ary, in mahogany, oak, cherry, maple, 
and oil-rubbed, open-grain walnut. 
Leading the hi-fi line is a phono con- 
sole (No. 727) to retail under $100; 
self-contained, dual-channel stereo 
phono console without radio. 

For the first time Olympic. will 
offer identical cabinetry for models 
equipped with AM/FM radio or with 
simulcast AM/FM radio for stereo 
broadcasts. All new hi-fi radio-phono 
models with 4 digits in the model 
number will come equipped with a 
new illuminated “sound control cen- 
ter that can simultaneously provide 
i program in the living room; another 
in a remote location. This center 
provides for extended 3-D, ‘which 
increases the stereo effect at master 
and remote speaker locations. It also 
permits operation of a pair of stereo 
remotes, cuts out sound from the 





main unit when remote sound only 
is desired, and sends the second 
channel of a stereo program to a re- 
mote speaker for greater sound sep- 
aration. For simplified control, indi- 
cators on control panel light up 
when in use. Most models feature a 
Duotronic 6-speaker system or an 
acoustically balanced 4-speaker one. 
Of the 6 portable phonos in the 
line, 2 are monaural and 4 are stereo, 
(stereo includes a manual turntable). 
Speakers for the 2 top models are 
of the “bat-wing” variety; 1 stereo 
automatic has a second channel 
speaker in a removable housing 
stored in lid of carrying case. 
In addition to 15 radios announced 
earlier in the year, Olympic now has 
a miniature transistor radio which 
will be sold complete with battery, 
earphone and leather carrying case 
and packaged in a gift carton. 


Prices, leading hi-fi model, $99.95; 
other hi-fi units from $149.95 to 
$419.95; portables from $34.95 to 
$119.95; speaker enclosures, $89.95 


Olympic Radio & TV Div., The Sieg- 
ler Corp., 34-01 38th Ave., Long Is- 
land City 1, N. Y. 


26 e NEW PRODUCTS 


ORCOA Organs 


A new line of ORCOA Concert 
console organs, is announced. 
The new Concert line consists of 4 
electric consoles: ‘Caravan,’ No. 


201, with 3-octave treble keyboard 
(37 keys), 48-button chord section; 
“Choraltone,”’ No. 202, with 4-octave 
treble keyboard, (49 keys), 60-button 
chord section; “Cathreda,”’ No. 203, 
with 4-octave treble keyboard, 3 
voice shifts including bassoon and 
oboe and 60-button chord section; 
“Composer,” No. 204, with full 
piano keyboard. 

Consoles have mute, tremolo, full- 
size keys, full piano hinge lid. 

Concert line also includes 2 popu- 
lar portable electric organs: ‘“Com- 
panion,” No. 62, and “Capri,” No. 72. 

Accessories include a piano bench 
with space for music books, a variety 
of music books, optional amplifier 
equipment, and a fluorescent lamp. 
Prices, from $289.95 to $379.95; port- 
ables $79.95 and $149.95. Organ Corp. 
of America, West Hempstead, Long 
Island, N. Y. 





ELECTRICAL MERCHANDISING 


MUNTZ TV Center 


Featured in Muntz line is Home En- 
tertainment Center No. 21 CP621: TV, 
AM-FM simulcast, tuner plus full 
stereo with a Glaser Steers changer; 
mahogany, walnut or oak, 55 in. long. 
The 14-tube AM-FM tuner with am- 
plifier electronically separated from 
TV, can be operated independently. 
Price, open. Muntz TV Inc., 1000 Grey 
Ave., Evanston, IIl. 





Industry sales down ... 


uicfrez 


§ up 227 


THERE MUST BE REASONS! 
THERE ARE! 





Only Quicfrez gives you the profit 


margins that mean solid profits. 





Only Quicfrez offers competitive prices 


... yet sacrifices nothing in the way 


of sizes, styling and quality. 


Only Quicfrez brings you “Operation 


Store Traffic” 


. . . the proven plan for 


corraling customers . . . and 


selling them. 


Only Quicfrez gives you total 


dependability . . 


hang on. 


. the kind reputations 


ADMIRAL AVALON RADIO 


ADMIRAL 1961 Radios 


Admiral 1961 tube radios include FM 
radios, clock radios including push- 
button models, a 4-speed portable 
phono for teen-agers and a portable 
radio-phono combination. 

Avalon, a 4-tube table model, is of- 
fered for $9.95 (same price as com- 
pany’s first radio in 1934). It has a 
high gain IF amplifier, double-tuned 
transformer; non-breakable charcoal 
gray plastic case; built-in aeroscope 
antenna and 4-in. speaker. Cabinet is 
8 in. wide, 5% in. high, 5% in. deep; 
white, yellow or turquoise. 

The 5-tube radios for 1961 have dec- 
orator colored cabinets; long distance 
superhet circuits and avec. One series 
has a larger deluxe 2-tone cabinet 
with finished back. 

Imperial series has a large cabinet; 
6x9 oval speaker with extra large 
magnet; precision vernier tuning and 
ave; black or walnut and white. 
The expanded FM line includes the 
compact Stanton, in non-breakable 
plastic case with finished back, ver- 
nier tuning, drift-free FM tuner, 
superhet circuit; tuned RF stage and 
3-gang condenser. 

A larger deluxe FM model has avec, 
6x9 oval speaker; Alnico V magnet; 
powerful line-cord FM antenna, high 
gain IF amplifier with 3 double- 
tuned transformers including ratio 
detector system. 


ADMIRAL IMPERIAL AM-FM RADIO 


Highlight of the FM line is the 6- 
tube Imperial AM-FM combination 
with slide rule tuning, 6x9 oval 
speaker; tone control and built-in 
ferroscope antenna as well as line- 
cord FM antenna; 6 circuits are per- 
manently tuned to fixed intermediate 
frequency to amplify desired signals 
and reject all others. 

The radio has automatic volume 
control to compensate for signal 
strength variations when tuning to 
different stations. It comes in a choice 
of 3 2-toned finishes: black and white, 
walnut grained finish and _ white, 


There’s more to the Quic-Sell story cherry grained finish and white. 


Three clock-radios all in cabinets 
with finished backs include the de- 
luxe Welborne with 2-tone styling; 
wake-to-music and automatic shut- 
off switches; also ave. 
At top-of-line is the Imperial with 
new pushbutton control center, auto- 
matic appliance outlet; deluxe clock 
with luminous hands; Snooze Con- 
trol that “calls” again from 10 to 60 
min. after initial buzzer sound. 
The luggage-type portable AM 
radio-phono has a 4-speed changer 
and comes in brown and tan. 
Prices, from $9.95 to $29.95 for table 
sets; from $29.95 to $59.95 for FM 
sets; from $17.95 to $39.95 for clock 
radios. Portable phono $49.95 and 
radio-phono, $69.95. Admiral Corp., 
3800 Cortland St., Chicago 47. 


on Quicfrez. Write, wire or ’phone 
WaAlnut 1-3900, Fond du Lac, Wis. 


QUICFREZ, INC., Dept. EMW 
Fond du Lac, Wisconsin 


Address 


City___ Zone__State 





You bet I'd like to increase my profits! Rush the “Quic-Sell” facts on the Quicfrez line. i 
& s 
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CAPITOL cat 
CAPITOL Stereo Line 


Capitol Records announces the FDS 
No. 936C, the “Continental,” an all- 
in-1 console, full dimensional sound 
stereo; a low-priced FDS stereo con- 
sole, “Cadet”; and No. 1933 auxiliary 
stereo speaker enclosure. 

No. 936C cabinet is hand-crafted 
Early American in American cherry. 
It allows for T7-ft. separation of 
speaker compartments when they are 
swung out from central cabinet, per- 
mitting perfect stereo reproduction 
without use of multiple cabinets. Has 
deluxe Garrard RC88& changer which 
can be operated as automatic or 
manual; 2 separate “acoustically bal- 
anced” speaker enclosures of ‘“com- 
pounded infinite baffle design.” Cor- 
rected to eliminate false cabinet har- 
monics, each enclosure contains an 
Electro-Voice hi horn and 15-in 
heavy-duty stereo reproducer. Plug 
in cartridge has diamond stylus and 
special extended range. AM-FM 
“simulcast” stereo radio is included. 
A special design 2-channel stereo am- 
plifier, with push-pull output on each 
channel, has 2 large, heavy-duty out- 
put transformers. 

“Cadet” is a 3-piece combination 
stereo-phono and AM-FM “simul- 
cast” hi-fi stereo radio, with 2 sep- 
arate acoustically balanced speaker 
enclosures, each containing a large 
15-in. imported English EMI oval 
woofer and a 3x5 tweeter. A deluxe 





NO. 936C ALL-IN-ONE STEREO CONSOLE 


intermix 4-speed automatic changer 
design for hi-fi stereo reproduction 
plays all sizes and speeds in stereo 
and monaural, and the 16-2/3 rpm 
book records. The stereo cartridge 
has a diamond stylus; tuner and am- 
plifier equipped with 11 tubes; audio 
amplifier equipped with duo-diode 
tube. Master control panel contains 
6 separate controls for stereo and 
monaural phono, AM radio, FM ra- 
dio and stereo “simulcast” radio as 
well as a function switch; a dual 
loudness, and separate bass and 
treble controls. Drift-free perform- 
ance of FM band is assured by afc; 
matched cabinets of hand-rubbed 
cherry in Early American design. 
The FDS phono, No. 1933, auxiliary 
stereo speaker enclosure, can be used 
in conjunction with all Capitol 
phonos; this 2-speaker enclosure pro- 
vides greater separation of channels 
when used in connection with 1- 
piece stereo phono. Used in pairs, the 
speakers reproduce stereo sound in 
other areas removed from master 
stereo unit. With legs removed they 
can be suspended from wall or placed 
on book shelves. A 20-ft. extension 
cord allows wide speaker placement. 


Prices, No. 936C, $695; “Cadet.” 
$249.95; speaker enclosures, $59.95 
Capitel Records Distributing Corp., 


1750 N. Vine St., Hollywood 28, Calif. 


EMENEE "ROYALE" ORGAN 


EMENEE Chord Organs 


Concert Hall has the Emenee Key- 
Selector method, using real note 
names; 3 full chromatic octaves; 37 
black and white keys. Chord Player 
gives authentic organ tones at touch 
of button; has 6 major and 6 minor 
chords. Cabinet is designed like fine 
furniture; plugs into any ac outlet. 
A matching bench and brass legs are 
also available. 


EMENEE CONCERT HALL ORGAN 


“Royale” with a chord player that 
gives deep resonant tones has 27 full- 
size black and white keys. It plays 
sharps and flats; has over 2 full oc- 
taves plus the.automatic chord player 
pushbuttons. The Key-Selector with 
real note names is another feature. 
A free music book is included; wood 
grain color cabinet. 

Prices, Concert Hall Chord Organ, 
$70; “Royale,” $30. Emenee Industries 
Inc., 200 Fifth Ave., New York 10. 
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MATHES Center 


No. 3015 is an integrated stereo, with 
6 matched hi-fi speakers, AM and FM 
broadcast, stereo hi-fi phono with pro- 
visions for multi-plexing. Has 6 hi-fi 
speakers with crossover network; 
each channel with 12-in. woofer, 8-in. 
speaker and 5-in. tweeter. Decorator 
cabinets combine acoustical require- 
ments for fine instrument in oiled 
American walnut. $299.95. Mathes 
Mfg. Co., Dallas, Tex. 
































































































































Remember! Motorola rocked the industry with the first 
big-screen, all-transistor portable TV you don’t have to plug 


i oe... 


Wait! You'll find this same engineering leadership 


In 


Motorola ’61 stereo hi-fi— coming in August! 


O®SMOTOROLA 
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The TOASTMASTER 
"Portable Plus” Mixer 


New, lightweight, super-powered TOASTMASTER ‘‘Portable Plus’”’ 
Hand Mixer, with its own exclusive mixing stand that actually folds up. 
Makes quick work of heavy mixing jobs; thick cookie batters, candy 
recipes, mashing potatoes, etc. Breezes through all of ’em, yet is whisper- 


quiet. Sell ‘‘Quiet-Power” .. . 
opportunity for you. 


® SAFETY EJECTOR LOCK—prevents 
accidental release of beaters while mixer 
is operating. Exclusive! 


® CHOICE OF 3 SPEEDS—high, medium 
or low speed available as needed for 
any mixing job. 


® NEW “FOLD-AWAY" STAND—avail- 
able at extra cost. Folds for quick stor- 
age in drawer. Hangs on wall. Base com- 
partment holds cord and beaters. 2-posi- 
Model 17A1 


tion turntable. 
+ 
$1995 
Mixer only. 


(color selection at right) 


rORSTMASTER: 
Stist in Elec Momeauas 
“TOASTMASTER"” is a registered trademark of McGraw-Edison Co.. 
Elgin, Il. and Oakville, Ont. © 1 


a new idea in mixers. . 


. a new profit 


© DETACHABLE ELECTRIC CORD—can 
be removed easily for convenient, out- 
of-the-way storage. 


@ EXCLUSIVE EXTRA-CAPACITY 
BEATERS—made bigger to give better 
mixing results. 


® DUAL THUMB-TIP CONTROLS— 
located in natural position atop handle 
for easiest possible access. 


© LIGHTWEIGHT— weighs only 2 Ibs. 11 
oz. and. is*perfectly balanced for easy 
handiliitg. 


® CHOICE OF 4°GOtORS—evailatdarin: 
Pink, White, Turquoise or Yellow to please 
every taste: 


* 
Model 17A1-A3 $2995 


Mixer with stand and 
bowl. White only. 


rows TC 


SOL 


McGRAW- EDISON 
COMPANY 


haa *Recommended Retetil’Piéces 





ELECTRICAL 


THOMAS Organs 


Thomas announces a 2-keyboard So- 
nata, S-1; a transistorized organ, 
Concert Serenade; and an organ- 
phono plus an organ-piano. 

The 2 manual Sonata comes with per- 
cussion, variable percussion repeat; 
an optional 16-ft. keyboard voice; 
13-note, 16-ft. pitched pedal bass, 
separate continuously variable vibra- 
tor for each manual; continuously 
variable pedal bass volume; headset 
outlet and 20w peak amplifier and 
speaker system. The optional key- 
board voice, available built-in sepa- 
rate as an accessory kit. 

Serenade, all-new transistorized organ 
has a departure in percussion sys- 
tems, “Color-Tone Percussion,” offer- 
ing more flexibility in playing than 
has heretofore been achieved on any 
spinet organ. 


MERCHANDISING WEEK 





THOMAS SONATA, S-! 


Continued in the line is the Organ- 
Stereo phono. 
Prices, Sonata, $695; Serenade, $995. 
The Thomas Organ Co., 8345 Hayven- 
hurst Ave., Sepulveda, Calif. 





AUDION Console Organ 


The Audion “Caprice” an _ electric 
chord organ is announced by Ameri- 
can Audion Corp. 

“Caprice” comes in a decorator de- 
signed, fine furniture style console 
cabinet of hand-rubbed, walnut ve- 


neer hardwood suitable for any decor. 

It has 37 standard, full-size white 
and black keys over 3 chromatic oc- 
taves. These, together with the 49 
chords (8 alternate, 8 bass, 8 major, 
8 minor, 8 seventh’s) and basses, pro- 
vide rich, full-bodied organ tones 
with rhythm accompaniments. A con- 
venient foot pedal regulates volume 
control. 

With the educator-approved, Au- 
dion Key-Selector, anyone can play 
without lessons, the manufacturer 
claims. In fact, this system, which 
features real note names, is said to 
enable players to play sheet music 
after a while. 

A book of 45 music favorites comes 
with the organ, and utilizes the Key- 
Selector method. 

Price, $300; the matching bench, $30. 
American Audion Corp., 200 Fifth 
Ave., New York City. 





EMERSON RADIO 1961 TV Line 


Emerson’s new TV line consists of 7 
portable models including 17-in. and 
19-in. sets, 6 table models; 10 TV con- 
sole models; a wide selection of Con- 
temporary Traditional and Danish 
cabinet styles; and a new line of 
23-in. TV-stereo combinations con- 
sisting of 7 distinctive styled models. 
In addition, 14 models, including 
table, portable, console and stereo- 
combination models comprise’ the 
1961 wireless remote TV line. 

Emerson’s transistorized portable TV, 
housed in a_ luggage-type cabinet, 
operates on batteries which can be 


recharged by plugging into any ac 


outlet. Also operates directly: from ac. 
Prices, Portables start at $128 for No. 
1526, a 17-in. 
miracle-tone sound system with built- 
in antenna, available in color combi- 
nations; to No. 1678, a 19-in. Tru-Slim 
portable with wireless remote con- 
trol; dyna-power chassis, front-pro- 
jected miracle tone sound system, 
illuminated wireless remote control 
and channel indicators; all-directional 
hide-away telescoping double dipole 
antenna and 2-tone colors for $268. 

Table models start at No. 1628, a 19- 
in. table model with dyna-power 
chassis, front-projected miracle tone 
sound system, genuine hardwood 
veneer cabinet, for $198; go to No. 


EMERSON, NO. 1470 


supertpower chassis, . 


1634, 23-in. table model with wire- 
less remote, illuminated channel in- 
dicators; front-projected sound, $318. 
Console models from No. 1546, a 23- 
in. contemporary console with acous- 
tically matched sound system and 
hardwood veneer cabinet for $248; to 
No. 1646 for a 23-in. lo-boy with wire- 
less remote, $398. 

The TV-stereo combinations ~ begin 
with No. 1536, a self-contained 23-in. 
lo-boy 3-way stereo-TV-pheno com- 
bination; super-power chassis; auto- 
matic 4-speed stereo changer; dual- 
channel hi-fi amplifier; dual 4-speaker 


- sound system and genuine hardwood 


veneer cabinet for $328; to No. 1670 
self-contained 6-way, 23-in. stereo- 
TV-AM/FM Phonoradio combination 
with wireless remote; dyna-power 
chassis; powerful stereo AM/FM ra- 
dio; automatic 4-speed stereo changer; 
dual-ehannel hi-fi amplifier; dual 
sound .system, 4 extra-heavy hi-fi 
speakers, genuine hardwood for $598. 
Three custom crafted stereo TV mod- 
ular ensembles to match TV models 
No. 929 and 975; 1620 and 975; from 
$248 to $68. Emerson Radio & Phono 
Corp., Jersey City 2, N. J. 


EMERSON, NO. 1678 
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Westinghouse 1961 laundry line con- 
sists of 4 Laundromat washers, 4 
dryers, 25-in. Space Mates washer 
and dryer, and the combination wash- 
er-dryers of the 1960 line. 

All Laundromats have the “weigh- 

to-save” doors and all dryers have 
internal lint collection accessible 
through the top panel. 
Feature of the washer line is an auto- 
matic bleach dispenser that automat- 
ically injects bleach into the water 
4 min. before the end of wash cycle. 
The appropriate amount of bleach 
can be pumped from the 6-wks. ca- 
pacity storage tank into the dispen- 
ser, (amount measured on a lighted 
scale indicator) and bleach can be 
returned to storage tank if user 
changes her mind. 

Another feature of top Laundro- 
mat LAB is a water over-ride switch 
that gives optional cold water washes 
and rinses. It can be used with any 
of the 5 automatic cycles. ‘This means 
that the user can over-ride the auto- 
maticity by selecting different water 
temperatures if desired. The 5 cycles 
are colorfast, non-colorfast, wash- 
and-wear spin dry, wash-and-wear 
drip dry, blankets, and a pre-wash 


LAB LAUNDROMAT AND DAB DRYER 





WESTINGHOUSE 1961 Laundry Line 


cycle. LAB, and the top dryer, DAB, 
have an interior floodlight that stays 
lit when units are in operation. 

In styling the previously square, 
enlarged door glass is now oval, sur- 
rounded by a chrome ring on top 
models. Controls are contained in 
full-width panel boxes raised 4 in. 
above work surface. A chrome band 
surrounds the work surface top, 
which is slightly recessed to avoid 
spillage. Top models come in aqua, 
pink, yellow and white. 

Cycles on the top dryer are auto- 
matic dry, regular temperature, low 
temperature, wash-and-wear and air 
fluff. A signal bell rings when drying 
is completed. All dryers have 20-lb. 
wet clothes capacity, 5400w heating 
elements, employ the direct airflow 
drying system, and can operate at 
115 or 230v. All have lint traps acces- 
sible through a hinged panel in the 
work surface top. 

All Laundromats have soap-and- 
water saver, automatic lint ejector, 
2 deep rinses, plus a spray rinse. Each 
has 10-lb. capacity and can be instal- 
led flush-to-wall. 

No. LBB Laundromat and DBB dry- 
er have many top model features. 
LCB Laundromat uses different con- 
trols which feature pre-set cycles. 
DCB dryer has 3 temperature set- 
tings, an automatic time selector and 
an automatic dry settimg; tempera- 
tures are low, air fluff and regular. 
LGB Laundromat has 2 wash cycles 
for regular and fine fabrics and a 
control that permits user to start, 
stop, skip or repeat any part of wash 
or rinse cycles. 

DGB Dryer has an automatic time 
selector and includes air fluff set- 
ting. Westinghouse Electric Corp., 
Mansfield, Ohio. 





NORGE Washer-Dryers 


Norge has expanded its washer-dryer 
line from 2 to 4 for 1961. Top auto- 
matic combination is available as CE- 
G-80 (electric) and CG-G-80 (gas), 
both of which feature the Dispenso- 
mat dispenser which dilutes and adds 
diluted liquid bleach and fabric con- 
ditioners automatically at proper 
time during wash and rinse cycles. 

Integrated pushbutton and _ dial 

control on all models provides multi- 
‘ple laundry sequences with ideal 
water temperatures for all fabrics. 
Proper temperatures, wash _ cycles 
and drying times are provided 
dial settings. 
The washer control on CG, CE-G-80 
offers laundering flexibility with a 
choice of 6 wash cycles: (1) cottons, 
linens (heavy soil); (2) cottons, lin- 
ens (non-colorfast); (3) cottons, lin- 
ens (light soil); (4) wash’n wear 
(durable); (5) wash’n wear (deli- 
cate); and (6) very light soil. 

Water temperature controls include 
6 color coded pushbuttons in Fabric 
Formula guide and offer a choice of 
correct water temperatures for rins- 
ing and washing any fabric with any 
degree of soil; wash’n wear cycles 
also provide cool down of water before 
spinning to minimize wrinkling. 

A dryer control provides a choice 
of drying times from 10 to 115 min. 
Drying continues automatically for 
the number of minutes _ selected. 
There is also a “wash only” setting. 
All have an exclusive vibration iso- 
lation system that absorbs the effect 
of unbalanced loads and eliminates 
vibration—no bolting to floor. 

Nos. CE-G-40 (electric) and CG-G-40 
(gas) provide a choice of 4 wash and 
rinse combinations. The washer con- 
trol offers a choice of 3 cycles: nor- 








mal, 
gentle cycle doubles as a pre-wash 


wash’n wear and gentile. The 


and rinse sequence, suitable for 
heavily soiled or stained loads. 

Added utility is given the washer- 
dryer line with the addition of 
“fluff’ and “heat” controls. 

A pushbutton marked “heat” 
culates gently heated air for safe 
drying of any washable fabric. 
“Fluff” setting provides tumbling in 
air at room temperatures. 

A special power cleaning cycle 
cleans the cylinder outside and 
flushes entire interior of tank. Resi- 
due, sediment and washing odors are 
removed. Other features include a 
lint screen, a 15-in. diam. fan to pro- 
vide high air flow and a large access 
door that swings out of way for load- 
ing and unloading. Norge Div., Borg- 
Warner Corp., Merchandise Mart 
Plaza, Chicago 54. 
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The TOASTMASTER 
Automatic Electric Can Opener 


Beautiful! Powerful! 


Reliable! Features the unique ‘‘Action-Angle” 


cutting wheel that slices cleanly and smoothly through all cans and tins 
. never leaves a jagged edge! Engineered so it can’t stall in mid-turn, 
regardless of size or shape of can being opened. 


© “ACTION-ANGLE” CUTTING WHEEL 
—angled down 30° and turned in 8° to 
achieve a remarkable safety-smooth 
edge. Cutting wheel is carborized .. . 
won't dull because it sharpens itself as it 
cuts. Smooths the can rim. 


® POWERFUL HEAVY-DUTY MOTOR— 
step-down gears multiply power aimost 
100 times! Gives cutting head all the 
power it needs to cut through all sizes 
and shapes of cans with smooth, easy 
action. 


© ALNICO V “FLIP-UP"” MAGNET—sei 
in place on can by touch of the finger. 
Flips detached can top up high so juice 
drips neatly back into can. 


© SUPER SAFE "STOP-ACTION” LEVER 
—permits operator to always be in full 
control of cutting action. Removal of 
pressure on lever stops can opener in- 
stantly at any point in cutting cycle. 


@ CHOICE OF 2 BEAUTIFUL FINISHES— 
available in luxurious all-chrome or mod- 
ern white boked enamel finish. 


TOARSTMASTER’ 


Sis in Elecloio 


TOASTMASTER" is a registered trademark of McGraw-Edison Co.. 
Elg © 1960 


jin, IN. and Oakville, Ont. 





® STABLE, WELL-BALANCED CASE— 
has low center of gravity, stays “rooted” 
to the spot. Won't creep, jiggle or slide. 
Finger-grip slot in rear for convenience 
in carrying and storage of excess cord. 


®@ EASY TO CLEAN—entire cutting as- 
sembly can be removed for quick, thor- 
ough « El tes messy, unsani- 
tary food deposits on cutting head. 








Model 22A1 (white) $2495" 


Wall mounting bracket included 


Model 22A1 (chrome) $2 7% 
Wall mounting bracket included 


TOASTMaSTER EYED 
DIVISION, i REN 





icGRAW-EDISON TE 
company “ff! 


*Recommended Retail Prices 
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Here Is The Best Appliance Truck 
Money Can Buy Because Only The 


OBFERS YOU 


EXCL LY THESE TWO FEATURES 


L-STEEL RATCHET STRAP 
PTIGHTENER WITH AUTOMATIC 
STRAP RECOIL! 


This new ratchet quickly and easily tightens strap 
around load. When loosened, spring action auto- 
matically rewinds the strap in a neat coil, out 
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BLENDAL Juicer 


National Blenders announces a new 
version of the Blendal, an. automatic 
pulp-expelling juicer with a new prin- 
ciple in design. 

Called the No. 200 Blendal, it has 
been designed to produce more juice 
from fruits and vegetables, and to 
protect these juices from oxidation 
which destroys food value. 

It has only 3 parts for easy clean- 
ing and assembling. No shredder plate 
key is necessary, nor strainer to fit 
the shredder plate. 

It has a new type pulp chute to pre- 
vent clogging, and a new shredder 
plate lock, which is semi-automatic. 


Weighs 7% lbsand is 12% in. high; 
has 1/5-hp ac-de motor. 

Price, $74.95 complete; $49.95 juicer 
attachment only. National Blenders, : 
97 Pasadena Ave., S. Pasadena, Calif. 


oh the way and instantly 
reddy for its next use. A real 
‘time Yqver! EXCLUSIVE ON 
\\ THE ESRORT! 


FAMOUS ROLLER 
BEARING | | 

LER TREAD Available in 2 models, the Fan- 
i 





LTT TT ER 





This ESCORT fsturs\gllo | | ie 7 Glo Halo Heetaire (Nos. 294 and 
you to roll Th Pc uck ij =| sl Oe 295) 1000w and 125w (120v) and the 
up and down Wye Witte a i | : | , ee Radiant Halo Heetaire (No. 298), 
minimum of time“and efforh / | . i | : 
A real back saver E 5 , — . s ee 660w (120v). ; 
SIVE ON THE ESCO® ; ; ‘ Fan-Glo Halo Heetaire is 10 in. wide 
by 4% in. deep, styled for smallest 
bathroom. Radiant Halo Heetaire 
— ane — Bi . | i Y Ke has no moving parts; safe ceiling 
For Full Details And '§ temperature; 10 in. wide, 5% in. deep. 
Descriptive Literature Both have “cherry-red” long-life 
STEVENS APPLIANCE sheathed radiant elements; polished 
TRUCK CO. Nuchrome and_ white perforated 
DEPT. E BOX 897 metal. Fan-Glo has a rubber mount- 
AUGUSTA, GA. ed paddle wheel and low speed 


| motor; keeps ceiling cool. A thermal 


overload safety control with high 
APPLIANCE TRUCKS 





pe " é ps 
MARKEL Halo Heetaires 


Two new bathroom ceiling radiant 
Heetaires are announced by Markel 
and La Salle. 


MODEL SRT 

MODEL MRT —. All-Stee! 
Magnesium Light! meee . 
Magnesium Strong! temperature cut-off automatically 
breaks circuit if air supply is ob- 
Ready to attach to standard house structed and resets. Both may be 
wire they install like fixtures flush used with a 60-min. wall timer. Mar- 
mounted to ceiling into any 3- or 4- kel Electric Products, Inc., and La 


in. junction box. Salle Products, Inc., Buffalo 5, N. Y. 


SOLD ON 








INTERNATIONAL 
Baseboard Heaters 


Four new models of electric hot wa- 
ter baseboard heater are announced 
by International. 

The new models incorporate ad- 
vance design features developed and 


Sd tested by International, such as a 


BEAUTY AND water system that is permanently 
weld-sealed against leakage, so that 
COMFORT 


water cannot escape or evaporate; 
INSURANCE 


BASEBOARD HEATER SHOWING INNER PARTS 


This Brand Opens New 


heating element, giving fail-proof 
control against overheating. Models 
include EBH-2000-2 with 2000w in- 


anti-freeze supplied in the liquid 
protects the unit to 35 degs. below 


Frontiers for PROFIT! 


Yes, there are still 


new profit frontiers in appliance’ 
selling with Silex! You get extra 





sales in an unsaturated market 


&S) with products that are gift- 


designed to be @istiactive and 


= zero when not in use. They provide 


all advantages of hot water heat 
without plumbing. 

New design features in the air di- 
recting vane and cover give these 
electric hot water baseboard heaters 
a modern look. The heat limit con- 
trol has been positively connected to 


put, 6800 Btu per hr., 109 in. long; 
EBH-1500-2, 1500w, 5100 Btus per hr., 
83 in. long; EBH-1000-2, 1000w, 3400 
Btu per hr., 59 in. long; EBH-750-2, 
750w, 2550 Btus per hr., 47 in. long. 
All models are 3% in. deep and 9% 
in. high; all are for use on 240v, 60 
cycles. International Oil Burner Co., 


@iierem?. No brand line corrals 
gift-day sales better than Silex 
seeeeeeeee & & 

. and you make more, too! 


the water chamber that contains the 3800 Park Ave., St. Louis 10. 





NUTONE ‘“Heat-A-Vent’”’ Wall Heater-Ventilator 


This wall heater-ventilator combina- 
tion, which may be operated simul- 
taneously or separately, has just been 
introduced by NuTone, Inc. 

At the time full heat is on during 
a shower or bath, damaging moisture 
can also be removed. 

If desired, a wall light switch con- 
trols the ventilator where local codes 
require this type of operation. 

Two radiant-type heating elements, 
totaling 1600w, provide instant, draft- 
free warmth. By turning off 1 of the 
elements, a constant and economical 
heat level may be maintained. 

The unit may be wired to 120v or 
240v, 3-wire service. 

Its spring-mounted exhaust fan as- 
sures unusually quiet operation. 
Styled in anodized aluminum, this 
new Heat-A-Vent, No. 9300, for bath- 


[ i more favorable —_—_ 
Silex gives yeu _— mate Su the New Armstrong 200 
Series Vented Gas Heaters beside 
a modern Hi-Fi console and you'll 
agree ‘it's at home in any home” 
—with any furnishing decor. 
It’s Armstrong beauty that closes 
sales and rings your cash register. 
AGA Approved—Sizes 15M to 30M 
btu—Finest drill port, cast burner 
—Optional controls. 


margins with less competitive 
pressure and minimum dupli- - 


cation of other products. ## 
Sea Sansa amma TTC 


result is more turnever and bet- 

ter profit from your inventory 

investment! $¢66¢6¢6¢¢4¢44464¢4 Beautifully finished in durable, dark 
tan “Mochatone” enamel and gold 


; » f 4 silicone enamel expanded metal 
1 


rooms is also suitable for dens, raths- 
kellers, also for other rooms where 
extra heat and moisture removal are 
designed from time to time. 

Price, $56.95. NuTone, Inc., Madison 
and Red Bank Rds., Cincinnati 27. 


a front. 
Good distributor areas available. 
Write or wire for information on a 
truly complete line, 8,000 to 70,000 
btu's, vented and unvented. 
Armstrong Products Corp 


Huntington 12, W. Va., Tel. 1A 3-0165 

















The Proctor-Silex Corporation 


Philadelphia — Chicago — Canada 
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Introducing...a new range of ideas: The new UNIVERSAL by WASTE KING UNIVERSAL. Drey- 
fuss-designed to look better—a new shape to the burner grates...new back guards with a 
Totally NEW...with design by Henry Dreyfuss, 

signer. Fresh designs that have 
ew claim from professional design 


groups. WASTE KING UNIVERSAL-engineered to cook better— smart, work-saving features with 


























look as fresh as tomorrow. 
world-famed industrial de- 





already received wide ac- 


traditional Universal quality. The automatic Roast Guide & Oven 


Timer...push button easy, controlled by time, size 







or type of meat. “Air-Conditioned Baking” eli- 
minates oven hot spots and cold cor- i ; ners. Smoke- 
Proof, Flare- Proof broiling with } exclusive 


“Swirl-Design” that keeps grease from smoking and | reaching the 


burners with 
Trademark) : 
Burners with precision-point flames. 


...with 27 models from the big, Gold 


perial to models for the most penny- 


flash point. Complete choice of burners: Double-Duty 
unlimited flexibilitv, “Burner-with-a-Brain” (A.G.A. 
Exclusive Obedient —— 

It’s a complete line 


Star Award 40” Im- 


conscious budget. And we’re backing the line with complete merchandising packages, 








including colorful point-of-purchase, and hard-hitting advertising. 





For complete information, call or wire collect or write today to: 
WASTE KING CORPORATION, Los Angeles 58, California. 





UNIVERSAL 
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Sylvania Honors 
Top Distributor 


The Sylvania TV, radio and high 
fidelity ‘distributor of the year” 
trophy was won by Edward G. 
Carpenter, president of the Careva 
Corp., York, Pa. In picture at right 
he (right center) holds the award 
with Robert E. Kenoyer, vice pres- 
ident and general manager of Syl- 
vania Home Electronics, while Peter 
J. Grant (left), president of Syl- 
vania Home Electronies, and Marion 
E. Pettegrew, senior vice president 
of Sylvania look on. The award, 
based on outstanding sales, adver- 
tising, service and financial pro- 


Promoted by G-k grams, was presented at Sylvania’s 


annual distributor convention. 
WILLIAM J. TROY who was named 
manager, advertising and sales pro- 
motion, for the New England district 
of the G-E major appliance division 
sales and distribution department, 
Cambridge, Mass. 








DISTRIBUTOR 
APPOINTMENTS 


SYLVANIA ELECTRIC PROD- 
UCTS INC.—Sabine Supply Co. 
Dallas, Tex. 


' . | ee 2 
MAGNUS ORGAN CORP.—Capital , FA \ 
Radio and Television Co., Nash- Vi (WN y 
ville, Tenn.; Richards Electric (iy 4 , 
Supply Co., Cincinnati; South- ) \ 
ern States Distributors, Inc., 


Miami; Thompson & Holmes, 
Ltd., San Francisco; Russell 


Pia Duting Cow St Petersburg, |  THEY’RE THE HOTTEST... THE HOTTEST 


HOFFMAN ELECTRONICS CORP 
—§S. R. Sloan, Inc., of Hartford, 
N. Y.; J & M Supply Co., Dal- 
las, Tex. 





HAMILTON—Dean Distributing Co. 
Inc., Portland, Ore. 





DISTRIBUTOR NEWS A complete line of heaters ... only 4 models 


Apollo Distributing Co., Newark, 
i 2, ken eepuaad Go. W. anes Toastmaster’s New Super De Luxe 
as sales manager in charge of PUSH-BUTTON HEATER 

Norge products in a_  19-county 
New York and New Jersey area. 


Wyatt-Cornick Inc., South Norfolk, 
Va., has named G. Dewey Sim- 
mons as new manager of the Tide- : ‘ Laat 

water branch, a distributor of RCA - ~y ess os Ss 

Victor Television and RCA Whirl- i 7 —S2 2 ‘ ; DELUXE 
pool appliances. \ : >> = ; at a 2-ELEMENT 


Kierulff & Co. has announced that AUTOMATIC 


C. T. Kierulff was named president & Yee, 2 7 _ HEATER 
and chief executive officer. He re- | : aa - 
places his father who has been pres- , . ‘ 

: Toastmaster’s exclusive«‘‘Instant 
ident of the Los Angeles company Heat” elements are hot as soon as 
since 1922. 4 ate tiaget i si they’re turned on! Heater provides 

‘ - both radiant and blower-forced heat. 


Automatic thermostat control. Tip- 


Sylvania Home Electronics Corp. over safety switch 


announced that a sales office has 


: ; : This handsome new heater offers a choice 

been established in Hialeah, Fla é 1650- or ’ g * 
, a. ¢ 320- 

Henry J. Keeler has been named of medium (1100-watt) or strong (1 1320-W. 5 


ee Fas een sa watt) heating action at the touch of a but- MODEL 9A2 

resident manager. FEATURING “FIEAT— ton. Extra reserves of heating ates — 

: ec - instantly available by merely touching the 

ie) ~4 baat PS go ce INTENSITY -—  1650-watt button. Produces both radiant POPULAR PRICED RADIANT HEATER 
° ° >yer ° oan € "1SC ° . 

; : ae ' and forced-air heat. Bottom button gives : : A real volume seller! Priced 
patie Lager = — t leamer tes a SELECTOR”’ positive OFF. Rich gold-color grill and uieroc low. yet hes Toastmaster’s 
namic industry” at a reception anc frame. Brushed gold . : Lig avalisy sunnirnemen: 
dinner marking the co any’s 50tI MODEL 9D1 i Exclusive ‘‘Insta 

1€ < § the companys . a ae color control panel. ° mm 6radiant element glows hot 
anniversary. @ Now—Positive on-off control! Built-i ; i. vient # instantly. Safety tip-over 

@ Now—Vary heat output at touch Ullt-1n carrying % 95 HELE Pees tTT ee switch turns heater off if 
Ray R. Hutmacher Associates, a eee oe . tip-Over _— 
ri ‘ ‘ Marre @ Now—Reserve power for heav- safety switch. 


as , — — of ™ ; * 
Chicago firm, was presented with ier heating loads! Same pushbutton heater with lower wattage. — 1320-W $] 49 5 


the annual “rep of the year” award e .” . 
. : @ Now—Three "Instant Heat" ele- Butt 1 * é 
by Jerrold Electronics Corp. ments! 900W heating ae 204 poser 02 $39% eae ves 
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UTILITY NEWS 


range and Rockland Utilities, Inc., 
Nyack, N. Y., were admitted to 
trade as common shares at the New 
York Stock Exchange. The opening 
price was 36%4. ORU was the last of 
the state’s seven major utilities to 
be listed at the exchange. 





Canadian hydro-electric power de- 
velopment continued record expan- 
sion in last year for the second con- 
secutive year. New installed capacity 
—the maximum ability for the new 
turbines installed last year—totaled 
2,508,800 horsepower, exceeding the 
peak of 1958. Installation of new 
turbines is expected to decline to 
about 1,700,000 this year, because 
some industrial areas are turning to 
fuel-fired power development. 


Memphis Light, Gas & Water Divi- 
sion has reached an agreement with 
the Tennessee Valley Authority, 
providing for settlement of a law- 
suit brought against TVA by the 
city of Memphis in 1958 and setting 
out terms for a new power contract 
with TVA. TVA will supply Mem- 
phis with additional power it will 
need during the 1962-63 summer 
peak months. 


Gas utilities representatives in the 
northern Rocky Mountain area have 
formed an organization to solve 
their mutual problems—Mountain 
States Gas Utilities Assn. 


The Sacramento Municipal Utility 
District reported it will discontinue 
its electric range service, as there 
is no demand for it. 


Carolina Light and Power Co. has 
record $15 million air conditioning 
sales in the two-state service area. 
A record topping last year’s 1% 
million is expected this year. 


Fredrick Churchill, former manager 
of Edison Electric Institute’s na- 
tional “Light for Living’ program, 
has joined the American Electric 
Power Service Corp. in the newly 
created position of director of sales 
promotion. 


Seattle City Light reports that more 
than 40% of the 1960 housing units 
will be heated with electricity, pri- 
marily in the apartment house field. 


Pennsylvania Electric Co. has em- 
barked on a promotion campaign to 
aid retailers of major appliances. 





“Instant 













t...originated, pioneered and P 


SELLING HEATERS 








IN THE 


INDUSTRY! 
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COMPACT 
AUTOMATIC HEATER 


“Instant Heat’’ element heats 
up instantly. Tip-over safety 
switch. Positive-pressure cen- 
trifugal blower delivers more 
heat faster. Thermostat con- 
trols temperature, automati- 
cally turns heater on and off. 
Gives both radiant and forced- 
air heat. 


ase, 91995" 


*Recommended Retail Prices 





TOASTMASTER DIVISION Me MeGRAWE 
McGRAW- EDISON COMPANY EDISON 


<e 1 OR 4 Mune > 


s ‘Gememed by 
78 Senet 
4s 









Oakville, Ont. 61960 













“TOAST MASTER” is a registered trademark 
of McGraw-Edison Compny, Elgin, Ill. and 


... all with exclusive “instant Heat’’ 


SELL MORE HEATERS 
With this new heater display 


Grey masonite shelves with blue lettering. 
Wrought iron framing. 63” high, 36” wide, 22” . 
deep. Designed to hold the Toastmaster “‘flash- 
ing action” unit. Also perfect for displaying 
other Toastmaster appliances as well. 
REGULAR $30 VALUE. . 
your Toastmaster distributor. Ask about the 
special Heater Display Deal! Call your Toast- 
master distributor, now! 


. now available through 


“FLASHER UNIT” 
Demonstrates 
Toastmaster “‘in- 
stant heat’’ when 
customer touches 
button. Won’t 
stay on. Takes 
only 17” of coun- 
ter space. 


STOCK UP NOW! cau your 


TOASTMASTER DISTRIBUTOR TODAY! 


TOASTMASTER 


Sil n Elec Homewares 
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This index is published as a service. Every care 
is taken to moke it accurate, but ELECTRICAL 
MERCHANDISING WEEK assumes no responsi- 


bility for errors or omissions. 
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CASWELL SPEARE 
HARRY C. HAHN 


PUBLISHER 


ASSISTANT TO THE 
PUBLISHER 


ADVERTISING SALES 
MANAGER 


PROMOTION AND 
CIRCULATION MANAGER 


PETER HUGHES PRODUCTION MANAGER 


MARIE RESTAINO PRODUCTION 
; ASSISTANT 


DALE R. BAUER 





WAYNE SMITH 











DISTRICT MANAGERS 


NEW YORK WARREN S. ACKERMAN 
RUDY BAUSER 
500 Fifth Avenue, New York 36, N. Y. 
OX. 5-5959 
ATLANTA RAYMOND K. BURNET 
1301 Rhodes-Haverty Building, Atlanta 3, Ga. 
JA. 3-695! 
ROBERT J. SCANNELL 
EDWARD J. BRENNAN 
520 N. Michigan Avenue, Chicago |}, Ill. 
MO. 4-5800 
DALLAS JOHN GRANT 
901 Vaughn Bldg., Dallas |, Tex. 


CHICAGO 


RI. 7-5117 
HOUSTON GENE HOLLAND 
W-724 Prudential Bldg., Houston 25, Tex. 
JA. 6-1281 
LOS ANGELES RUSSELL H. ANTLES 
1125 West Sixth, Los Angeles 17, Cal. 
HU. 2-5450 
SAN FRANCISCO THOMAS H. CARMODY 
SCOTT HUBBARD 
68 Post Street, San Francisco 4, Cal. 
DO. 2-4600 


| 








wees Te as See 


EMPLOYMENT 
’ OPPOR TUNITIES 
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~ ADDRESS BOX NO. REPLIES TO 
Box No 


Classified Adv. Div. of this publication 
Send to office nearest you 
NEW YORK 36: P. O. Box 12 
CHICAGO 11: 520 N. Michigan Ave 
SAN FRANCISCO 4: 68 Post St 


“SELLING OPPORTUNITY AVAILABLE 
National Sales Organization wanted to rep- 





resent line of smartly designed, highly 
competitive electric clocks by nationally 
known manufacturer. Excellent opportunity 
for large volume. Write in confidence 
RW -4834, Electrical Merchandising Week 
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A. Kordalski says: 


“TAKE IT FROM ME... © 
Mv oales geitpel Can wuecto 


Monliae avy ale 
adepindable acre!” 


ANTHONY T. KORDALSKI 
STERLING LINDNER CO. 
Cleveland, Ohio 


BBA* SERVICE MAILINGS 
HELP YOU KEEP IN TOUCH 
WITH FUTURE PROFITS! 


“Appliance selling has changed a lot in the past dozen years—but one 
phase never changes . . . service after the sale is just as important now 
to future sales as it was back when Frigidaire replaced the ice box! That’s 
why we, as sales dealers, sell the value of good service . . . even though 
we don’t do the servicing ourselves. More than that, we believe that our 
responsibility to customers starts when they are still prospects. That’s 
why we advertise factory-trained Frigidaire Authorized Service backing 
every Frigidaire Appliance we sell. We are well aware of the fact that 
our reputation is at stake every time a serviceman makes a call. That’s *BBA—“Bring ’Em Back Again” —that’s 
why we take an active interest in the kind of service our customers get!” the goal of a sparkling series of low-cost 
mailings available to Frigidaire Dealers. 
On a planned schedule, these timely mes- 
sages remind customers of your interest 
in their product satisfaction—and pave the 
Gy — is v4 Sg way to increased repeat sales. For more in- 
‘ F. loraa formation on Frigidaire Service, Parts and 
Sterling Lindner Co. Programs (including the profit-proven 
Cleveland, Ohio BBA Plan), call or write your nearest 

Frigidaire Factory Branch or Distributor’s 


oe ae Office listed on the next page, or Service 
Over 10,000 Frigidaire dealers know the Frigidaire formula for long- Department, FRIGID pee at eat 


range success... a quality product backed by quality service! They know eral Motors Corporation, Dayton 1, Ohio. 
too, that— 





“Yes, take it from me, good service is important to sales and repeat sales.” 














FRIGIDAIRE goes all the way 


TO BUILD SALES THROUGH SERVICE LEADERSHIP! 
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TAKE IT FROM US... 





There’s a Factory Part just right for 
every job—usually at Lower Net Cost! 


“Misfit,” says the dictionary, is “some- 
thing that fits badly, does not adapt 
readily.” Misfit appliance parts can 
cause costly man-hours, unnecessary 
call-backs and customer dissatisfaction. 
For the right part, at the right price, 
call or write: 


FRIGIDAIRE SALES 
CORPORATION OFFICES 


ATLANTA, GA. 

E. Ponce de Leon Ave 
Decatur, Ga. 
BALTIMORE-WASHINGTON 

2315 Cecil Ave., Baltimore 18, Md. 

BOSTON 15. MASS. 
25 Blandford St. 
BUFFALO 2, N. VY. 
1018 Main tp 
CHARLOTTE 1, N. C. 
P. O. Box liga 
CHICAGO 51, ILL 
1200 N. Homan Ave 
CLE Me Sa? 14, OHIO 
) E. 22nd St. 
Pe TON 19, OHIO 
P. O. Box 597, Far Hills Station 
DENVER 4, COLO. 

215 Wazee Market 
DETROIT 28, MICH 
13940 Tireman Ave. 
FORT WORTH 7, TEXAS 
P. O. Box 9847 
KANSAS CITY 16, MO. 
1534 Burlington Ave 
Nortn Kansas City 
LOS ANGELES 58, CALIF. 
P. O. Box 58314, Vernon Branch 
MINNEAPOLIS-ST. PAUL, _- 
2331 University Ave., S. E. 
Minneapolis 14, Minn. 
NEW ORLEANS 19, LA. 
4141 Bienville St 
NEW YORK 19, N. Y. 


1775 Broadway 
OAKLAND 8, CALIF. 
125U 53rd St. 
PHILADELPHIA 24, PA 
500 E. Hunting Park Ave. 
PITTSBURGH 6. PA. 
248-50 S. Euclid Ave. 
PORTLAND 9, ORE. 
1035 N. W. 14th Ave 
ST. LOUIS 8, MO. 

482 N. Kingshighway Blvd 


FRIGIDAIRE DISTRIBUTORS 


EL PASO, TEXAS 
W. G. Walz Co 
500 San Francisco St. 
HOUSTON 2, TEXAS 
Cox & Blackburn, Inc. 
2301 Commerce Ave. 
INDIANAPOLIS 9, IND 
Refrigerating Equipment Co. 
900 N. Senate Ave 
LOUISVILLE 1, KY. 
Smith tg Pea | Co. 
P. O. Box 1495 


ME 7 Seon 4, TE NN. 


2995 


rs Ine. 

1071 U nio n Ave. 
MIAMI 36, FLA 
Domestic Refrigeration Co., Inc 
134 N. W. Third Ave 
OMAHA 8, NEB. 

Major Appliance Co 
1101 Jackson St. 
ROCHESTER 4, N. Y. 
Chapin Owen Co., Inc 
205 St. Paul St. 

SALT ey CITY 11, UTAH 

. H. Bintz Co. 

a 0. Box 
ANTONIO 6, TEXAS 
Straus-Frank Co. 

P. O. Box 600 

SIOUX CITY 2, IOWA 
D. K. Baxter Co. 

P. O. Box 1707 
SPOKANE 1, WASH 
Sunset Electric Co 
North 763 Division St. 
SYRACUSE ns N. Y. 
Onondaga Supt y Co., Inc 
344 West Genesee St 
TAMPA 2, FLA. 
Byars-Forgy. Inc. 

105 Twiggs St. 
TORONTO, CANADA 
Frigidaire Products of C anada, Ltd 


1350 


SAN 


he Eglinton Avenue, E 
arborough, Ont., C ‘an 
Nvvy) 
= FRIGIDAIRE 





PRODUCT OF GENERAL MOTORS 


Frigidaire Service Department, 
Dayton 1, Ohio 








FIGURES OF THE WEEK e 35 


HOW’S BUSINESS? Here’s the answer for 27 key markets which 


cover 18% of the U.S. buying public. Based on flash reports of dealer 
sales in the areas served by these utilities, the chart provides you with 
an authentic, timely index of retail sales. It’s an ELECTRICAL MER- 
CHANDISING WEEK exclusive. 























yy Seg Anping boing” no is- ich eae ihe tie Oe 
5 Mos. 1960 vs. 5 Mos. 1959 00 ped Freezers Ranges Heaters Washers Dryers Washers hende TV 
IN THE EAST 
United Illuminating Co. +8 +13 + 10 +55 -—-10 -+20 + 27 +27 +2 
ba ae: SS? Se ae ee ae eS ee St Bee ee a 
N. Y. State Elec. & Gas Corp. 3. - 4 =~ ae ee ee =~ ae r 
ie a 0 -2 4548 0 + 22 * 
Jersey Central Power & Light +10 +18 + 24 — i = 2° oe + 43 -—- 28 +9 
MG +1? + A: +E ER ee a Oe 
New Jersey Power & Light Co. +11 +33 —- 7 =a = 2 aay + 34 + 25 it) 
iS ae) ae en: oe oe eee oe eee ee ey 
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Dayton Power & Light Co. —14 +28 — 6 —37 -32 -—43 + 12 —- 4 —34 
aes) ee oe: Ae =13 21 33 + 2] 13 -20 
Central Illinois Public Service ee ee ae ee ee + 52 -—- 40 - 9 
eT ee Ae ee ae ae aia 15 eo ie ae 
Kansas Gas & Electric Co. — 3 +15 + 24 ee ee ce a ee = a eg 
le igs am a 0 +10 -12 4 ++ 4 40 8 
Kansas Power & Light Co. os. =) =< se 1 a 
a ae a 10 aa 4 1] “i 17 Sa 
Nebraska-Iowa Elec. Council —36 —-29 + 10 —i “an “Ts a - Be ee 
—20 GS ae TS —<— So. a 3 26 = tS 1] 
IN THE SOUTH 
Kentucky Utilities Co. Pa ee a * +99 * — 10 +12 
*—-1-—- 2 -8 412 oh ae +e 
Chattanooga Elec. Power Bd. —-7 +5 + 4 —11 +23 0 + 6 - 5 +7 
+s —- 8 ee 2 Se eS eee a 
Nashville Elec. Service o -—-12 + 5 + 8 * + 1 . . . 
8 we 4 ee DP * 415 * * * 
Florida Power & Light Co. +4 +48 — 17 Oo +12 +22 +}$ 2 ~- 3 - 
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Florida Power Corp. os ye es -— = 7 & @ +35 — 14 +8 
- 2 4+ 8 8 = ae 3 -13 — 19 — 16 ke 
Tampa Electric Co. +2 +25 — 14 +36 -—- 8 —34 +14++4+ 2 0 
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IN THE SOUTHWEST 
Dallas Power & Light Co. <i Oo + 25 oe = By =— «3 - &@ -—4 
—} +29 —11 * 418 434 9 49-— 8 
Gulf States Utilities Co. ? * + 11 +16 * +16 ° ° * 
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El Paso Electric Co. ~2). ~@. =— 3) —62 oe +73 + 49 —32 
ee. See ge — 48 : 28 on TD pido: 
Southwestern Electric Power —12 —27 + 18 Se ae Se ee ee) oe 
a 1 43 3-5 “14 . & -16 13 aa f°. 3 
New Orleans Public Service —25 +18 -—- §& (et -f ~3% - 
== 5G Oo + 49 . | be 32 3 oo ct 
IN THE WEST 
Idaho Power Co. =< -A2 = 7 2. —2e to " . + 
= | rg ae Sho te 3 * - ° 
Pacific Gas & Electric Co. —-11 +5 + 4 +22 +2 +14 + 21 + 68 + 1 
i Die ee ae 8 8 4 ck ee 
Pacific Power & Light Co. uy ee ae ae es | ae +25 + 3 -—16 
=) ae ee) ae 6 4 + 23 + 6 10 
Washington Water Power Co. +12 +1 + 8 +26 -—-16 +26 + 54 + 50 -—S5l 
ae Cae J + 6 25 9 + 47 +176 23 
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0 = No Change 
* — Not Available 





Utilities Report Much Dullness 


Nationally, 
indicate 


these utility reports 
that business was rather 


dull in May. Only two appliances, 
dryers and dishwashers, showed 
percentage increases while the 


usual “hot” items for this time of 
year were disappointing. Among the 
many reasons given for the fall off, 
that old nemesis, bad weather, 
seemed to be the chief culprit. 
Hardest hit was the Southwest 
where appliances slumped _ con- 
siderably. Sales are expected to pick 








up however, 


and dealers are 


op- 


timistic, with all-out promotions on 
air conditioner and laundry coming 


up. 


In the East the picture was dif- 
ferent. With the exception of wash- 
ers (which were down in just about 


every area of the 
were brisk in all appliances. 


country), 


sales 
Espe- 


cially encouraging were the results 


of water 


West Penn, 
all 


utilities 


heater 


promotions. 
and the 
reported success 


UI, 


New Jersey 


with 


the drive that saw the water heater 
sales go as high as plus 55% in one 
area. With promotions in high gear, 
sales in the East are expected to 
continue to boom. 

For the rest of the nation, the 
story was mixed. Sales were up in 
some areas on an individual item 
basis, but generally the picture was 
not encouraging in May. The big 
hot weather appliances—freezers, 
refrigerators, and even air condi- 
tioners—fell off. But since June 
and July are big promotion months, 
look for these items, and washers, 
too, to pick up. 
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First place is still best. In sports, in industry, and in publishing, there is still no 
substitute for being first. So, if you’ll pardon our pride, we call your attention to the medallion 
below —“‘First Award ... For Outstanding Journalism.” Associated Business Publications 
awards are based on best contribution to the field served. We serve our field with the con- 
tributions of twenty-one full-time editors. Their efforts, award-winning style, make EM Week 
the best-read, most-respected publication in the Appliance-T'V-Housewares field. That’s why, 
(and the experts agree), every Monday the Pros read 


ELECTRICAL 


MERCHANDISE 


FIRST AWARD 


ASSOCIATED BUSINESS PUBLICATIONS 


JAMES 4d. CASSIDY TED WEBER, JR. 
BARBARA BLLWOOD LAURENCE WRAY 


ELECTRICAL MERCHANDISING WEEK 
FOR OUTSTANDING JOURNALISM. 


(MAY, 1959 ISSUE, SPECIAL REPORT ON WASH AND WEAR) 
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A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TV index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 
($ millions) 


CONSUMER DEBT + + 
owed to appliance-radio-TV dealers 
($ millions) 


FAILURES 
of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($_ billions) 

DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST 
MONTH 


115 


18.4 


332 


217 


28 


128.3 


90.8°* 


18.7+ 


345.34 


24.6+ 


67,208 





Preceding 
MONTH 


112 


18.9 


324 


281 


27 


125.0 


125.9°* 


18.8+ 


340.8+ 


23.7+ 


66,159 





YEAR 
AGO 


110 


18.0 


318 


282 


35 


156.0 


123.1** 


17.7+ 


327.44 


23.54 


66,016 





THE YEAR 
SO FAR 


4.5% up* 
(April 1960 vs. 
April 1959) 
2.2% up 
(May 1960 vs. 
May 1959) 
4.4% up 
(April 1960 vs. 
April 1959) 
1.7% down 


(April 1960 vs. 
April 1959) 


20% down 
(June 1960 vs. 
June 1959) 
17.8% down 
(May 1960 vs. 
May 1959) 


26.2% down 


5.6% up 
(Ist quarter 1960 
vs, Ist qtr. 1959) 


55% up 
(Ist quarter 1960 
vs, Ist qtr. 1959) 

41% up 
(Ist quarter 1960 
vs, Ist qtr. 1959) 

1.8% up 

(May 1960 vs. 

May 1959) 





*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonally adjusted). 
**Figures are for week ending July 9, 1960 and preceding week (revised). 


+Figures are for quarters. 


++ Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 16 key products. New figures this week are shown in 


bold-face type. 
































1960 1959 % 

(Units) (Units) Change 
DISHWASHERS Apr. 50,700 40,200 +26.12 
4 Mos. 189,000 159,300 +18.64 
DRYERS, Clothes, Electric May 29,465 31,318 — 5.92 
5 Mos. 270,145 291,948 — 7.46 
RB eal ie May 24,235 14,585 +66.16 
5 Mos. 146,943 144,635 + 1.60 
FOOD WASTE DISPOSERS Apr. 61,200 63,200 — 3.16 
4 Mos. 240,300 232,300 + 44 
FREEZERS Apr. 105,800 112,900 — 6.29 
4 Mos. 368,600 403,700 — 8.69 
PHONOGRAPHS, Monourdl... April 30,606 47,153 —35.09 
4 Mos. 303,124 515,248 —41.16 
Stereo April 142,409 125,138 +13.80 
4 Mos. 1,050,927 659,341 +59.40 
RADIOS, Home-Portable-Clock 0... Week July 1 187,180 149,775 +24.97 
(production) 26 Weeks 5,199,952 | 4,207,390 +23.59 

RADIOS, Automobile (production) —....... Week July 1 98,471 108,459 — 9.21 
26 Weeks 3,322,863 | 2,900,196 +14.57 
TELEVISION (production) Week July 1 106,310 96,163 +10.55 
26 Weeks 2,967,529 | 2,782,715} + 6.64 
REFRIGERATORS Apr. 294,000 301,000 — 2.33 
4 Mos. 1,201,200 | 1,197,100 + 34 
RANGES, Electric—Stondord... Apr. 68,300 79,700 —14.30 
4 Mos. 305,000 347,100 ~—12.13 
| ane. Apr. 58,700 56,400 + 4.08 
4 Mos. 235,100 217,000 + 8.34 
RANGES, Gos—Stondord... May 112,900 130,000 —132 
5 Months 628,700 675,300 — 69 
Built-in May 29,800 30,300 — 14 

5 Months 134,400 123,200 + 9.1 
VACUUM CLEANERS May 265,556 257,345 + 3.19 

5 Mos. 1,436,678 | 1,435,216 _ 
WASHERS, Automatic & Semi-Auto May 176,383 207,422 —14.12 
5 Mos. 1,020,782 | 1,111,258 — $8.14 
Wringer & Spinner May 67,060 70,512 — 4.90 
5 Mos. 302,829 357,033 —15.18 
WASHER-DRYER COMBINATIONS May 9589 11,604 —17.36 
5 Mos. 69,022 16,826 —10.15 
WATER HEATERS, Electric (Storage) _.... Apr. 53,300 71,100 —25.04 
4 Mos. 237,600 284,200 —16.40 
WATER HEATERS, Gas (Storage) ...... Apr. 214,000 261,300 —18.10 
4 Mos. 890,800 | 1,053,100 —15.41 
Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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announcing! 





the greatest 
selling point 
in can opener 
history ! 





BVI EXCLUSIVE 
BLUE CUTTING 
POINT 


opens cans others cant! 
(Qtr aguate one) 


Old-fashioned round wheels 
can’t cut square corners ! 


q 
_— o 


BURGESS 


VIBROCRAFTERS, 


INC. 
Grayslake, Ill. 
BAlIdwin 3-4821 


@ Only BVI has the Blue Cutting Point—the feature 
that sets BVI apart and ahead of all competition. 


@ Why sell can openers that do only 75% of the 
jobs — when BVI is 100% efficient! 


@ BV is the world’s most automatic can opener. 


@ The most complete line of electric can openers 
— most heavily advertised — greatest consumer 
acceptance. 


@ BVI sales up 63% over last year! 








BVI HAS A FULL LINE OF ELECTRIC 








APPLIANCES ... ORDER NOW! 
. Tn 
c=) Sa) Bie 
be i i We 
a t 
A yt Bh ss 
by ee of ” - 
BVI Portable BVI Electric ” BVI Built-In BVI 
Electric Can Can Opener for Electric Can Electric 
Opener Counter use. Opener Paint Sprayer 
ae | Re: | 
j at “6 
‘ail 
olin. I 
a eee " 
BV! Electric BVI Portable BV! = 
Drink Mixer Humidifier Electric Hone 
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.». me and my MAGLINER lightweight 


delivery truck ramp! Now, put your deliveries on a 
low-cost, one-man basis. Make a Magliner the helper on your 
trucks .. . eliminate double load handling — make more stops at 
lower cost. Light and tough, Magliners are easily handled and posi- 
tioned by one man. Self-cleaning traction walkway assures safe, 
sure footing in rain, snow, sleet, etc. Flanking deck area is smooth 
for easy wheeling. Guard rails prevent 
truck run-offs. Load capacities to 1,500 
lbs. Standard lengths, 7 to 16 ft. 

WRITE FOR BULLETIN Se 
ON DELIVERY TRUCK RAMPS MAGNESIUM 
Magline Inc., Box 247, Pinconning, Mich. 
Canadian Factory: Magline of Canada Limited, Renfrew, Ontario 





YOU CAN FEATURE 


MOTOR PERFORMANCE 


when the appliance is powered with a... 


Skeleton frame motor for 
— juicer. Frame 3%. 
x 1X 





MOTOR 


Today’s value-conscious customers are inter- 


ested in knowing why your motor operated 


appliances are a better buy. When the appli- 


ance is powered with a Lamb Electric Motor, 
% Horsepower motor with 
two-stage fan—the standard 
for high performance 
domestic canister-type 


cleaners | performance of the motor — it’s quiet, de- 


you can tell them about the outstanding 


pendable operation; its long life; and the 
fact that it was built by a company which 
has specialized in small motors for 45 years. 
This is a good point to keep in mind when 
you are selling . . . and buying motor 


operated appliances. 
Four-pole permanent split 
capacitor motor for fan 


drives, such as hair dryers 
Frame 4% x 1% 


TH CBD ELECTRIC COMPANY 


KENT, OHIO 


A Division of American Machine and Metals, Inc. 





In Canada: Lamb Electric — Division of Sangamo Company Ltd. — Leaside, Ontario 





ELECTRICAL MERCHANDISING WEEK 


TAKING STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 


during the past week. 


This unique summary is another 


exclusive service for readers of EM WEEK. 

















Stock Prices 

























































































STOCKS AND DIVIDENDS 
IN DOLLARS HIGH 


NEW YORK EXCHANGE 
Admiral 23% 
American Motors | 29'/, 
Arvin Ind. | 

Borg Warner 2 
Carrier 1.60 

CBS 1.40B 

Chrysler 1A 

Decca Records 1.20 
Emerson Electric | 
Emerson Radio .50F 
Fedders | 

General Dy. 2 
General Elec. 2 
General Motors 2 
General Tel & El .76 new 
Hoffman Elec. .60 
Hupp CP. 3%F 
Magnavox | 

Maytag 2A 
McGraw-Edison 1.40 
Minn. M&M N.60 
Montgomery Ward 2 
Monarch .2EO 
Motor Wheel | 
Motorola 2 

Murray CP 

Philco 4G 

R.C.A. IB 

Raytheon 2.37T 
Rheem .60 

Ronson .60 

Roper GD 

Schick 

Siegler Corp. .2OR 
Smith A. O. 1.60A 
Sunbeam 1.40A 
Welbil#t .10G 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60 


AMERICAN EXCHANGE 
Casco Pd. .35E 

Century Elec. '/ 

DuMont Lab. 

Herold Rad. 

lronrite .25T 

Lamb. Ind. 

Muntz TV 

National Presto 
Proctor-Silex 


MIDWEST EXCHANGE 
Knapp-Monarch 

Trav-ler Radio 

Webcor 





32 1 
FEB FEB MAR MAR MAR MAR APR APR APR APR MAY WAY MAY MAY MAY JUNE JUNE JUNE JUNE JULY JULY JULY JULY AUG 
22 29 7 4 2] 8 4 Ot Ob 2 


9 6 3 3 6 I 2 af 4 Ht bOI 


1960 CLOSE | CLOSE NET 
LOW JULY 1 | JULY Il | CHANGE 


16%, 18!/g 17%, Vo 
21 23/g 21% 1% 
20'/2 20!/2 21% Ye 
36!/, 37 37 _ 
29%, 30!/, 30!/, 
42% Yq 
44% 
29'/2 
46!/, 
17'/g 
20 
42% 


24'/, 
123%, 119'/, 


9% 94%, 
7% 7% 
12", 
3%, 
7H, 
7% 
5 

11% 
9/4 


55 ante 
8% — ¥ 


13% 12\/2 1% 














A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi 
Jend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis 
tribution date. G—Declared or paid so far this year. T—Payable in stock during 1960, estimated cash 


value on ex-dividend or ex-distribution date. 





ANALYSIS: International devel- 
opments are being cited as some of 
the chief reasons for the market’s 
continued failure to right itself. In 
line with the generally “undrama- 
tic” status of the trading, EM Week’s 
52 key issues continued to show no 
indication of a positive trend up- 
wards. The average rose less than 
ialf point this past week however, 


losses of some key stocks overshad- 
owed the slight gain. Zenith, Sieg- 
ler, Whirlpool, Minn. M&M, Motor- 
ola emmd Magnavox all recorded 
noticeable losses. General Electric 
announced price cuts on some ap- 
pliances and. lost 4 pts. over the 
week-long trading. Four new lows 
registered this week; only one new 
high. 
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EW NO-FROST FREEZER 


... helps you get your share of 
the fast-growing freezer market 





New RCA WHIRLPOOL upright No-Frost freezer captures and keeps food flavor 
in ‘‘zero-degree’’ cold, yet there is never any troublesome frost ...and defrosting 
is eliminated forever! In addition, upright freezers feature tight-sealing Million- 
Magnet* doors, new glide-out shelves, built-in can and food package dispensers, 
super-storage door with extra-deep shelves, flush hinges, exterior signal light. 
Chest freezers offer an exclusive Fast Freeze Fan (optional); Roll ’n Store* 
baskets for more convenient “‘on-top” storage; Freeze ’n Store* shelf, exterior 
signal light, adjustable counterbalanced lid . . . and many more outstanding 
features. Ask your RCA WHIRLPOOL distributor for details. 





No more frost-covered packages . . . no trouble- 
some frost on walls or shelves . . ..no messy defrost- 
ing, because coils are outside the food storage area. Join up! ... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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Your family will love our family of home appliances 


Whirlpool * 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 
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ELECTRICAL MERCHANDISING WEEK 


4 Dealers came by the biggest airlift 
in electronic history to preview Admiral’s 1961 Quality Lines...and sent sales soaring! 


over 1 million 
Admiral products sold 


in just szv days ! 


Thank you, Admiral Dealers, for your record-breaking 
purchases during our big “Dealer Holidays!” 


Dealers flew to Admiral’s sales conventions at 
Miami Beach and Las Vegas. They all came to 
have fun...to exchange ideas...and to preview 
Admiral’s exciting new 1961 lines. 


They came, they saw and they bought! 


In less than a week they placed orders for more 
than 350,000 Admiral products. They sent sales 
soaring 139.1% over the record high volume in 1959! 


Never before has there been such overwhelm- 
ing endorsement of Admiral’s leadership in prod- 
uct development, in design, quality, in advertising 
and merchandising programs. 


New ideas...New exciting products...New quality achievements 
bring Admiral a sharp increase in share-of-market! 
Cash in on this profit trend! Call your Admiral dis- 
tributor now! 
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Dealer enthusiasm for leadership products like these 
produced 139.1% gain over previous record high! 


- All-new wide-angle TV— no obsolete 21’s or 17’s! 
Dramatic new achievements by Admiral, First and Finest 
in 23” and 19” TV! New features! New “‘Look of Elegance” 
styling! And the most quality-proved, transformer-powered 
horizontal chassis in the industry! 


* All-new TV-stereo combinations! The most 
complete line ever—19’s and 23’s—including FM/AM 
radio in beautifu! compact cabinetry. 


ole New ‘twide-angle look’’ in color TV! Admiral’s 
new golden frame has contoured safety-glass faceplate. The 
squarer, more appealing look. Never before has Color TV 
looked so well, performed so well, been so saleable! 


*K An outstanding new line of 100% American-made 
radios! Everything new in every classification, paced by 
the world’s greatest radio traffic builder! 


* Admiral ‘*Phantom 3rd Channel’’ stereo! Brilliant 
new consoles and portables. The only line with all three: 
styling, performance, and price! 


- Completely redesigned advance-1961 appliances! 
An exciting new Admiral concept in design and merchan- 
dising. More sales excitement! More profits! 


‘, MARK OF QUALITY 
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